Next Week 
You Will Find 


in “The Recorder” 


New Style Stimulus Needed 


New achievements in feminine fash- 
ions are needed. Do you remember the 
Universal Sandal which came out of the 
Burns store in Los Angeles in 1921? 
It swept the country. It was the be- 
ginning of the sandal vogue. We tell the 
story of its creation and its national 
development through sales at retail. 
There are those observers of style who 
believe that the Olympiad might de- 
velop a new motif, encouraging to new 
shoes in the years to come. We plant 
the seeds of a need in this issue. 

Every store everywhere is thinking 
of the right sort of a sales promotion 
to preface the football season. We have 
an idea, we hope, that will ring the cash 
registers in every store. It ties the 
shoe store up with a method of inter- 
esting the football fan with smart ox- 
ford type footwear for spectator sports- 
wear. You know the experiment is go- 
ing to be tried of eliminating radio 
broadcasts of football games, and if 
this means more outdoor observers of 
the game in action, and less indoor 
loud speaker listening, then it assuredly 
means more shoes “to the game.” 
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The VOICE of the TRADE 


Rube Metz has lined up 


the shoe retailers in Chicago's 
“Loop” to fight the present no- 
parking ordinance, which has seri- 
ously affected their business, they 
believe, since it went into effect 
Jan. 10, 1929. A measure is now 
before the City Council to change 
the ordinance and permit parking 
under certain restrictions. 

Under the present ordinance a 
customer, wishing to buy in the 
“Loop” district, is obliged either to 
park his car fully a mile away or 


to spend from 35 to 75 cents in 
parking space fees. Letters re- 
ceived from customers to various 
“Loop” merchants back up the po- 
sition that the N..S. R. A. takes, 
that this ordinance is a menace to 
trade and is driving old-time cus- 
tomers away from the downtown 
stores into outlying districts to do 
their shopping, Mr. Metz says. 

He has worked very hard to 
bring about a rescinding of the 
present ordinance and expresses 
his pleasure in the cooperation he 
has received from the shoe retail- 
ers in the district affected. 

The psychological effect on 
would-be buyers is, he thinks, the 
most serious phase in the present 
Situation, as the no-parking ordi- 
mance has been gradually building 
up a greater and greater sales re- 
sistance in the public mind just at 
a time when every effort should 
he bent in the opposite direction 
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for the betterment of all business. 

What loop merchants are ask- 
ing for is for a five months’ trial 
of an ordinance which will allow 
an hour’s parking privilege any- 
where in the loop. 


* * * 


F red Emerson, 
head of Dunn & McCarthy, of 
Auburn, N. Y., makers of Enna 
Jettick Shoes, is a big man and a 
busy one. But like many other suc- 
cessful business men he is neither 
too big nor too busy to take a per- 
sonal interest in the affairs of his 
business associates, including mem- 
bers of his own organization and 
customers of the firm. 

When Mr. Emerson was in Bos- 
ton recently during the Shoe and 
Leather Fair, Jim Moorehead of 
Quincy, Mass., who sells Enna 
Jetticks in that South Shore com- 
munity, dropped in to see him and 


AINT SHE 


in the course of the conversation 
proudly exhibited a photograph of 
the window display he had entered 
in the $10,000 Enna Jettick prize 
contest. 

“We think it’s a winner,” Mr. 
Moorehead declared. “I wish, Mr. 
Emerson, you could find the time 
to come over to Quincy and see it 
while you’re in town. For I just 
know you'd like it, too.” 

Despite the fact that his brief 
time in Boston was taken up with 
important engagements, Mr. 
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Emerson made a quick mental re- 
solve to see that window and the 
following morning he arose at 6 
o’clock and motored all the way to 
Quincy to inspect Mr. Moore- 
head’s masterpiece. Mr. Moore- 
head declared that he felt fully re- 
paid for the time and trouble in- 
volved in planning the display, re- 
gardless of whether or not the 
judges decided in his favor. 


x * * 


T. F. James, vice-president 
of Brown Shoe Co., St. Louis, 





outlined a creed for shoe sales- 
men, culled from 20 years’ expe- 
rience on the road, at a recent sales 
conference of his company. 

“Every man has a creed,” Mr. 
James said in presenting the neatly 
printed vest-pocket size cards to 
the salesmen, “but not everyone 
sets it down on paper. A creed is 
a philosophy, needed in every ac- 
tivity, whether it be the shoe busi- 
ness or day labor. I have found 
mine abundantly satisfactory, be- 
cause it is based on sound business 
principles, loyalty to my house and 
my customer, optimism rather than 
pessimism and the old single-word 
adage, ‘work.’ That is why I am 
passing it on to you. 

Mr. James explained that he 
originally wrote the creed for him- 
self. He asked the salesmen to 
analyze each point and to incor- 
porate in their own philosophy 





what they thought to be worth 
while. 

The creed is: (1) My house en- 
joys highest prestige. (2) My 
friends are my greatest asset. (3) 
My Tread Straight agencies are a 
most valuable possession. (4) 
Selling department stores and 
large operators is now made easy 
for me. (5) I shall cultivate rural 
districts. Prosperity will begin 
there. (6) My merchant friends 
need concentration now more than 
ever. (7) I shall talk quality and 
value—not price. (8) In my terri- 
tory many large dealers formerly 
bought specialty lines. They now 
buy from stock. (9) I am sure 
return to normal conditions is in- 
evitable. (10) I shall fight on. 
Prosperity will overtake me. 

* * * 


bs ic Hart 


of Gray Bros., Inc., Syracuse, N. 
Y., after making a circle trip of the 
Mid West, makes the amazing 
statement that if shoe stores had 
five consecutive days of normal 
selling, 75 per cent of the shoe re- 
tailers would be out of business on 
the following Monday morning be- 
cause they would have nothing 
styleful left to sell. Sizes are shot 
and so is everything else. 

So now we see, what this coun- 
try needs most is a five-day week 
with every man, woman and child 
doing his or her part to create this 
merchandising miracle. 


* * * 


Walter B. Hennigan, 


new manager of the Nettleton 
Shop in Boston, has an unusual 





slant on the retail shoe game as it 
is played in these modern days. 
Hennigan has recently re-entered 
the shoe business after being out 
of it for 17 years. After such a 
lapse of time you might naturally 
expect that he would find it neces- 
sary to start at scratch and learn 
it all over again. But, believe it 
or not, he declares that, notwith- 


& Oe 


HEADACHES 


—We’ve all heard of the half-witted boy 
who used to whack his own head “because 
it felt so good when it was over.” 


—Silly as this may seem, there’s a 
thought in it for all a us who have been 
more or less manhandled by Old Man 
Depression. : 


—For it will certainly be a grand and 
glorious feeling when we come out of the 
cyclone cellar and once again hear the cry 
“All Clear.” 


—A leading industrialist tells us: “Two 
and a half years ago we had 40 per cent 
more orders on our books than we could 
fill, Today we are working at only 17 per 
cent of capacity. When we return to 30 
per cent of capacity, we'll all be excited 
again. When we get to 50 per cent we 
= make a good profit with our present 
set-up.” 


—Headaches we've all had; but we'll 
sure feel good when it’s all over. 


Sect 6 TEE 


President. 





standing all the changes, he still 
finds the fundamentals are the 
same. 

“Retail customers haven't 
changed much, either,” Mr. Hen- 
nigan avers. 

“You mean they like the same 
kind of shoes?” queried the inter- 
viewer. 

“Not at all,” said Mr. Henni- 
gan, “but they like the same kind 
of treatment. They resent any- 
thing which can be interpreted as 
an attempt to hurry them in their 
process of selection. I have a feel- 
ing that the salvation of the men’s 
shoe industry is to be found, not 
ina study of shoes, but in a study 
of men.’ 

“Such as, for instance?” 

“Men will not buy in a store in 
which they do not like the sales- 
men. The first step in every shoe 
sale is to sell the customer the per- 
sonality of the clerk. A greeting 
which is natural—not forced— 
which is neither obsequious on the 
one hand, nor condescending on 
the other, will go far toward es- 
tablishing that relationship be- 
tween customer and _ salesman 


which must exist if a casual shop- 
per is to be turned into a steady 
customer. Men like to make their 
own decisions. They have ideas 
of what they want, and it isn’t ad- 
visable to try to force the sale.” 

* * * 


B. H. Namm, 


head of a big department store in 
Brooklyn, declares that “advertis- 
ing is suffering from two principal 
poisons, abuse and exaggeration. 

“Of the two evils,” says Mr. 
Namm, “exaggeration is the more 
prevalent. The number of offen- 
ders is almost as large as the num- 
ber of advertisers. Ask any one of 
the fifty-one Better Business Bu- 
reaus of the country to rate the 
value of present-day retail adver- 
tising. Most of them will tell you 
that the average newspaper con- 
tains numerous advertising state- 
ments and claims that tend to de- 
stroy confidence in all advertising. 

“Now let us look at the other 
poison in advertising, the use of 
disparaging and attacking copy. 
This is sometimes given the glori- 
fied title of ‘controversial copy.’ 
These ads inevitably create an 
adverse consumer  state-of-mind 
which does untold harm to the 
whole fabric of distribution. Re- 
tail advertising has in no way been 
free of the evil of abuse.” 


*x* * * 


Miss Helen A. Cornelius 
of Harper's Bazaar led an inter- 
esting style forum at the Hotel 
Statler during the recent Boston 
Fair. 

Miss Cornelius pointed out that 
while the trend for Fall is not yet 
fully developed, the tendency on 
the part of women will be to buy 
fewer and better costumes; and 
that they will then achieve that va- 
riety so dear to the feminine heart 
by varying their costume accesso- 
ries—among which accessories 
footwear is included. 

This tendency on the part of 
women is responsible, the spea‘er 
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said. for the development of the 
so-called “five to twelve” costume 
—a combination of dress with 
either coat or cape which can be 
used for all afternoon and evening 
occasions except those evening af- 
fairs which are strictly formal. 
Costume design will be restrained 
and elegance in the quality of ma- 
terials will be emphasized. 

Translated into terms of shoes it 
was the opinion of the gathering 
that black will be the leading color 
for all other than formal evening 
wear, with brown second. Suede, 
they agreed, while not necessarily 
the !eading leather, should at least 
be one of great importance; and 
that combinations of suede with 
smooth finished calf and kid, or 
with patent, will contribute heav- 
ily to the volume at retail. 

Heels are to be somewhat lower 
on all day-time shoes with the ex- 
act reverse tendency noted in heels 
of shoes for formal evening wear, 
which will be, if possible, higher 
than ever. 


* * * 
.. 
e 


——— 


Sea. See 
Salty Cape Cod, 


that sticks out into Massachusetts 
Bay like a boot, contributes the 
champion “tall shoe story” of the 
season. It’s really a moccasin 
story, and it’s a whopper. Off 
shore are two islands, Nantucket 
and Martha’s Vineyard, of size 
and renown. How did they get 
there? 

Well, the Cape story, as told 
these days, is this: Maushope, the 
Indian giant of long, long ago, in 
the days when giants were sky 
scrapers, lay down for a rest on 
the Cape. Sand in his moccasins 
irritated him. So up he rose, 
pulled off his moccasins and cast 
them into the sea. One settled 
down in the waves and became the 
island of Nantucket; the other, 
likewise, falling in the sea, became 
the island of Martha’s Vineyard. 


The Cape folks can tell even a. 


bigger story. It’s about Maus- 
hope’s pipe, that took a ton or so 
of tobacco for the filling. How- 
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ever, the yarn about the shoes that 

became islands, is tax enough on 

the imagination these hot dog days. 
* * * 


The importance of the 
repeated phrase “Correct Foot 
Posture” is again brought to light 
by Dr. M. W. Locke, obscure and 
until recently unheralded physician 
in a small Canadian township, 
Williamsburg, Ont., who for the 
past six weeks has treated as many 
as a thousand patients a day, per- 
forming cures, it is said, that for 
years have defied medical science. 

Dr. Locke’s entire treatment is 
administered by means of what is 
described as a pair of the most 
powerful hands ever given to man. 
He treats human ills entirely by 
manipulation of the feet, about 
20 seconds being a sufficient time 
for each treatment. 

Many of our ills, including some 
of the most serious ones, come 
from faulty foot posture, Dr. 
Locke declares, and in support of 
this theory, proceeds to demon- 
strate he knows what he’s talking 
about by effecting cures through 
correcting such conditions in the 


feet. 
*x * * 


B. Harrison Cort, 
popular style man of the Stacy- 
Adams Co., Brockton, has practi- 
cally been assured of a section in 
the new State building at the 
Brockton Fair Grounds to be 


opened in connection with the an- 
nual Brockton Fair next month. 
“Ben” Cort has worked tirelessly 
along with his associates on the 
South Shore to obtain suitable 
quarters for the display of Brock- 
ton footwear in connection with 
the Fair, and it now looks as if the 
progressive Chamber of Commerce 
president is going to get some 
action for his fellow manufactur- 


ers. 
* * * 


¢. Chester Eaton, 


widely known South Shore manu- 
facturer who recently made a tour 
of the key cities of the country, 
returned to Brockton convinced 
that the stand the majority of its 
manufacturers have taken in their 
fight for a quality shoe will soon 
produce results Mr. Eaton found a 
definite trend toward quality on 
the part of many buyers. 
* * x 


Ciyde Norton, 


shoe buyer for Neusteter, Denver, 
Colo., is of the opinion that your 
buying program dictates your mer- 
chandising policy. He said: “Buy- 
ing cheaper shoes compels you to 
adopt a cheaper merchandising ap- 
peal. We are buying more better 
grade shoes for Fall and are ad- 
vertising and featuring our better 
grade footwear. We think it is 
poor business to invite customers 
into our store to buy cheaper mer- 
chandise.” 





: 














1F FHE CLERK SAID WHAT HE THOUGHT - - i 
*Boy, You SURE TAKE THIS SALE LITERALLY” 
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Stormy Weather Ahead Sounds 


Men and Women Who Work Can't Afford to be 
Sick, and Shoes Are Essential to Safeguard Health 


Shosmy weather ahead! Months that 
will call for shelter shoes. It’s a bit difficult, at 
the beginning of August, to realize that footwear 
designed to give protection against rain and snow 
will be in demand in many sections of the country 
two months from now. Yet it’s an important thing 
to remember and several considerations make it more 
important than ever this year. 

Consumer stocks of serviceable shoes are probably 
at the lowest point in many years. Men and women 
have been economizing in their buying so long that 
they cannot well put off longer the purchase of needed 
shoes. Many of the shoes purchased this Summer 
will be entirely unsuitable, even for early Fall, to 
say nothing of November and December. This ap- 
plies especially to the fabric shoes and sandal types 
that have sold in such volume this Summer. By no 


reckoned with by the merchant who wants to make 
the most of the coming season’s possibilities in sales 
and profits. 

The appeal of shelter shoes will be all the stronger 
this year, not only because consumer stocks are at 
the point of exhaustion but because men and women 
realize they cannot afford to run the risk of being ill. 
In these days, when everybody is trying to cut costs 
and curtail expense at every possible point, there is a 
more widespread realization that avoidable sickness 
is an extravagance few can afford. The total cost 
to American workers and American industry each 


stretch of the imagination can shoes of this descrip- Ww 


tion be made to serve the needs of shelter in the Fall 
and Winter months. 

So there promises to be a real opportunity to sell 
substantial and stoutly built footwear to both men 
and women as soon as the weather changes this Fall, 
so as to create a need for shoes that will give real 
protection to health and serve to shelter feet against 
the elements. This opportunity, moreover, must be 
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the Call for Shelter Types of Shoes 


year, resulting from the ravages of the common cold, 
runs into staggering figures. Loss of time, doctor’s 
bills, medicines, plus the ever-present danger that a 
cold, contracted through carelessness, inadequate foot- 
" wear and wet feet, may prove the starting point for 
grippe, influenza, pneumonia and possible loss of 
life. 

All these considerations are important every year 
in Fall and Winter. This year they are doubly im- 
portant because prevailing conditions have already 
imposed an undue strain on personal budgets and in- 
dividual efficiency. People who are employed carry 
an added burden of work, worry and responsibility 
due to the exigencies of the present period, and they 
must conserve their health at every point so that they 
may have the strength, stamina and resistance to 
carry on. 

Inadequate shoes, wet feet and the contraction of a 
cold that necessitates absence from work may mean 
the loss of a job. There’s no economy in that. 


Grippe or pneumonia may result, and even if health 
is regained in the end, the expense may run into 
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SHOES FOR SHELTER MONTHS 


High shoes and serviceable oxfords for men. 

Women’s oxfords of stout construction and carrying 
substantial soles. 

High shoes, “Hi-Cuts” and heavy oxfords for boys. 
Stout oxfords of plump leathers for girls. 

Overshoes and rubber footwear for men, women and 
children. 

Winter sports footwear, including hiking boots, hunt- 
ing boots, shoes for skiing, skating and all forms of win- 
ter play. 

Warm slippers for house wear, including slippers of 
leather and the beautiful and attractive felts ncw on 
the market. 

Heavier types of work shoes, designed for protection 
against snow and wet weather. 

All kinds of seasonable and substantially built footwear. 








hundreds of dollars that might have been saved by 
investment in a pair of serviceable shoes, a pair of 
rubbers or arctics. These are all obvious facts, so 
obvious, indeed, that they are frequently overlooked. 
And for this reason they can well be made the subject 
of a series of educational advertisements by any retail 
shoe store, driving home to the consumer’s mind the 
fact that proper footwear for Fall and Winter wear 

| TURN TO PAGE 62, PLEASE] 





Coast Shoe Men World’s Hosts 
¢ for Olympic Games « 


By A. S. LEWIS 


Anticipating that of the $37,581,400 
to be spent in Los Angeles during the period of the 
Olympic Games from July 30 to August 14, approxi- 
mately $4,960,740 will go toward the purchase of 
wearing apparel and merchandise, including shoes and 
accessories, Los Angeles and Hollywood shoe mer- 
chants are girding themselves for the celebration in 
individual and collective effort, with decorative 
window displays and interiors of conventional order, 
utilizing Olympic banners, posters, shields and pen- 
nants. 

Enthusiasm on the part of Los Angeles shoe deal- 
ers and merchants is gaining momentum as the date 
for the opening ceremonies approaches. Almost mili- 
taristic in appearance are downtown thoroughfares 
during these pre-Olympic days, with flags of our Na- 
tion and those of the 58 competing nations in the 
Games, massed at street intersections and lighting 
standards. Olympic posters mingle with official em- 
blems, represented in the five colored links of the va- 
rious races. 

Though committees have been working on plans 
for the Games nearly two years, it has only been 
within the last week or two that actual store displays 


Sticker adopted by Hollywood merchants in city-wide move- 
ment to attract business to their community 


Los Angeles and Hollywood Shoe Merchants 
Expect to Profit by the Thousands of Persons 
Who Will Attend the Olympic Games in Los 
Angeles, from July 30 to August 14. Of the 
$37,581,400 Estimated to Be Spent During This 
Period, It Is Anticipated $4,960,740 Will Co 
to the Purchase of Wearing Apparel, including 
Shoes and Accessories. Annual Clearances Have 
Been Advanced by Merchants 


Vv Vv W 


have made their appearance. In Hollywood, shoe 
merchants and others are using red, white and blue 
package stickers and mail seals. Every shoe dealer 
interviewed, while not definitely committed to a spe- 
cific program, will, in some way, celebrate and ob- 
serve the greatest spectacle that has ever been staged 
on the Pacific Coast. 

Millions have been spent to promote the Tenth 
Olympiad, as the period of the Games, not the events 
themselves, is referred to, and to provide facilities for 
the 350,000 expected visitors and hundreds of men 
and women contestants coming from the four corners 
of the earth. 

Individual effort marks downtown Los Angeles dis- 
plays, there being no concerted movement as in Holly- 
wood. The larger department stores have blossomed 
forth in their Olympic raiment, posters and plaques 
in all instances having been furnished by the general 
Olympic Committee to stores requesting them. At 
the Broadway Department store, for instance, that 
institution’s annual department managers’ sale which 
comes at the very end of July and continues through- 
out August has an Olympic tie-up in the floor dis- 
plays. The shoe department on the street floor re- 
peats the general theme with particularly effective i!- 
luminated and cellophane protected signs. 


A: Gude’s and the I. Miller shoe stores 
annual clearances have been advanced so that the 
decks would be clear for the showing of Fall mer- 
chandise in prestige windows. Because of these clear - 
ances in other stores there have been few, if any, 
promotions that have a strictly Olympic theme, wit! 
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Air view of the Olympic 
Stadium, with newly built 
swimming in fore- 
ground. Here the athletes 
of the world will compete 
for Olympic honors. The 
events will attract thou- 
sands of visitors, whose 
purchases are expected to 
stimulate Summer business 
in Los Angeles. 


the exception of Hollywood. Throughout the Sum- 
mer, however, Olympic sandals in the red, white and 
blue tri-color have been featured. In the forthcom- 
ing international spectacle, some of the shoe stores 
see an opportunity to press an early Fall season, stress- 
ing advance modes. The feeling is also, that by so 
doing style trends and acceptances may be judged 
earlier than heretofore. 


‘ie months ago, Hollywood 
merchants set about building interest in the cinema 
city as a shopping center for out-of-town visitors to 
the games. And following their customary practice 
of cooperative merchandising, Hollywood merchants 
are putting on a pre-Olympic campaign through the 
leadership of the Hollywood Merchantors, a division 
of the Chamber of Commerce there. In a city-wide 
movement these merchants are seeking to popularize 
the slogan, “Gifts from Hollywood Bring Thrills to 
Everyone.” Featured in red, white and blue, this 
slogan appears on package stickers, is used on letters, 
and is a miniature of large window cards being dis- 
tributed throughout Hollywood. The accompanying 
specimen shows the official seal and slogan, which in- 
corporates besides the Tenth Olympiad, “Symphonies 
Under the Stars” in the famous Hollywood Bowl, and 
the brilliant lighting for which the movie capital is 
justly noted. 

Unlike downtown Los Angeles, for whose street 
decorations the city assumes the responsibility and 
cost, Hollywood merchants and property owners are 
sharing jointly in the expense of decorating the film 
city’s gay white way. Downtown branches of Los 
Angeles shoe stores, the C. H. Baker Co., Wetherby- 
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Kayser, the French Bootire, Young’s, Innes, and 
others, participate in this united merchandising effort. 
For every dollar contributed by the merchants an equal 
amount is subscribed for by property owners. 
[TURN TO PAGE 57, PLEASE] 





from a series used by 
Hollywood merchants 
to promote sales and 
enhance good will for 
the community's stores 
in connection with the 
Olympic games. 


Watch for 


Cars From 
| 
| Out of the State 


-_— 
1 


Will You 
Send This 
To Paris? 





Two advertisements 











—Drive down any street in Hollywood and 
you'll be amazed at the great number of cars 
you'll see with out of state licenses. 


—lt probably wouldn't be good taste to call 
out a boisterous welcome to each of our visi- 





tors but it would he a splendid thing if each 
one of us would treat the visiting motorists as 
guests — giving them the right of way when- 
ever possible — directing them how best to 
reach their destinations — overlooking any 
traffic blunders they may make and generally 
making them glad they came to Hollywood! 











~—If you walk into any Hollywood store 
you're apt to hear some one next to you 
say—“Will you send this to Paris?”—or 
perhaps to Rio Janerio or Cairo— 


—The world has come flocking to South- 
ern California for the Olympic Games— 


—And these hosts of visitors are doing just 
what they have dreamed of doing for 
years—shopping in Hollywood. 

—And thousands of-folks left at home are 
going to be thrilled with gifts from Hol- 
lywood. 


—Nearly every home in Hollywood will be 
entertaining guests from out-of-town. 
Sce that your visitors have an opportun- 
ity to come to the city of the stars—to 
shop and mingle with the folks that 
they have learned to love and admire 
on the silver screen. 


—You'll find all of your Hollywood shops 


p on the alert to give you pleasant, cour- 
teous and helpful service. 





—It isn-t only the satislaction we'll get out of 
doing a good deed — but we'll find it paying 
us good big dividends — for folks like to live 
in a community that makes them welcome. 

—When our Eastern friends retum home let's 
have them say: “I enjoyed all of the West 
but Hollywood is a little more friendly — a 
littke more courteous — a little more cordial!” 


—Will you do vour part? 


eR 


Official Olympic Emblem 








What Kind of Shoes 








One can hardly imagine 
a real President wearing a 
pair of shoes of this pat- 
tern, but the style, per- 
sonally designed by Mr. 
Gaxton, may contain the 
germ of an idea for some- 
thing new in men’s foot- 
wear. The pattern is said 
to make the shoe look at 
least a size smaller on 
the foot. Mr. Gaxton 
used to be in the Navy 
and he lives up to the 
Navy rule of keeping 
shoes laced to the top at 
all times, also carefully 
treed and boned. 





Right now, when politics and talk 
of presidential candidates fill the air, there is at least 
one New York City shoe man who has his own pri- 
vate, personal opinion as to who ought to be elected. 
And, oddly enough, his preference doesn’t happen to 
be the official nominee of any political party. He 
wasn’t even seriously considered when the conven- 
tions were in session. Nevertheless, it is quite within 
the realm of possibility that many New Yorkers and 
out-of-town visitors to the metropolis who have seen 
and heard this man would be willing to give him their 
endorsement. 

The shoe man is Oliver Moore, who for years has 
catered to the trade of many prominent customers 
who appreciate finely made shoes and whose estab- 
lishment is at 56 West 46th Street. And his personal 
candidate for the presidency is William Gaxton, a 
favorite customer of many years’ standing. Not that 
being a pet customer of a store entitles anyone to 
presidential consideration. Mr. Moore bases his pref- 
erence on the fact that, without benefit of politicians 
or political support, Gaxton has been successfully 
running for president of the United States these 
many months in the New York musical hit, “Of Thee 
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Should a 


President Wear? 


William Gaxton, Who Plays the Role of 
the Presidential Nominee in the Current 
Musical Play, “Of Thee | Sing,’’ Considers 
Shoes So Important That He Designs His 
Own, Has Them Made to Order and 
Insists That They Receive the Most Pains- 
taking Daily Care So They Will Be in the 
Best of Condition at All Times. He 
Changes His Shoes Five Times During 
Every Performance of the Play in Which 
He Appears as the Candidate for Presi- 
dential Honors 


By HARRY R. TERHUNE 


I Sing.” That, plus the fact that he is credited with 
being one of the best dressed and best shod men on 
the American stage. 

Shoes play a most important part in every man’s 
daily life, and Mr. Gaxton believes they have a lot 
to do with the success or failure of an actor. Way 
back in war time, when he was in the Navy, he dis- 
covered that a pair of comfortable, well-fitting shoes 
made him feel like a real fighting man. Later, when 
he went on the stage, he became even more convinced 
that good fitting shoes are a prime necessity, and be- 
cause of this he made a personal study of the details 
of shoe construction and designing. 

Personal appearance counts for a great deal to any- 
one in the public eye, especially to one on the stage. 
Mr. Gaxton has individual ideas as to what is best 
suited to him, so not only does he have his shoes made 
specially to his order, but likewise all other articles 
of apparel. As a result, the earned title of being the 
best dressed man is deserved. And in a natural man- 
ner which defies criticism, too. 

Now as to shoes, Mr. Gaxton’s foot measures for 
a 9, though to the pattern he personally designed his 
shoes look no more than an 8 close up, and a scant 7 
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when on the stage. He has two sets of patterns, one 
for his lightweight stage shoes and one for his street 
footwear. The “working shoes,” as the stage shoes 
are called, all carry a very light weight sole, about 
¥% of an inch thick, short vamps, 9/8 Cuban heels, 
and a short shield tip. In his present big success, 
he changes his shoes five times during the course of 
the show. 


The stage shoes represent 
a dress patent, plain toe; a bright finished calf; a 
dull calf and two pairs of brown oxfords. All are 
made with very close fudge edges, so that they look 
almost like a turn sole. Considerable active wear re- 
sulting from the necessary dancing and stage work 
causes these shoes to wear out in a comparatively 
short space of time. That, however, is considered 
philosophically, for comfortable shoes are most es- 
sential to those theatrical. 

His street shoes are made with a sole twice as 
heavy, or about 4 inch thick, have a fairly close ex- 
tension edge, a slightly longer vamp, some with pink- 
ing around the tip and vamp, depending upon the type 


Victor Moore as “The Vice-President,” and William Gaxton as 

“The President,” stars in the New York musical hit “Of Thee | 

Sing.” Mr. Gaxton is wearing black calf oxfords with his 
white spats. 


Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, July 30, 1932 


of shoe. A wide variety of leathers are used, for 
Mr. Gaxton has some twenty pairs of street shoes 
in good order at all times. These include the regular 
plain black and brown calf leathers and many shoes 
for sports wear. During the winter seasons he has 
a marked preference for lightweight finely boarded 
brown grains. A couple of pairs of lightweight black 
and oxblood cordovans are also included. 

The designing of shoes, detailing the length 
of the vamp, the perforations and selection of the 
materials is all a pleasure to Mr. Goxton. He gets a 
“kick” out of it, so to speak. There is, however, con- 
siderable hard work connected with the Gaxton ar- 
ray of shoes, real manual labor. This falls on Henry, 
Mr. Gaxton’s man. 


Phage you have been wondering 
the reason for the shin bone in the illustration. That 
is a calf bone which Henry uses most industrially for 
an hour each morning on the stage shoes alone. All 
the Gaxton shoes receive the finest care possible. They 
are the best hand-made shoes to start with and are 
kept in the best manner imaginable. Henry first 
washes them with saddle soap, and when they have 
dried completely gives them a thorough “boning.” 
This process removes all the wrinkles and leaves the 
leather in a soft natural condition. Next comes the 
application of the shining cream and the polishing. 

“My theory,” said Mr. Gaxton, as we chatted back- 
stage, “is that anything cheap is expensive. Many 
men make the mistake of not changing their shoes 
often enough. I have learned the economy of having 
sufficient shoes so as to change at least once a day. 


M4 Lj , ' 

ightweight shoes that fit 

correctly are much more practical than the heavier 

types for my kind of work particularly. When my 

feet are not comfortable, I do not feel I am capable 

of doing my best work. Too many men are apparent- 

ly ‘dieing with their boots on’ when they are walking 
around in uncomfortable shoes.” 

In the field of feminine footwear, the stage has 
been a fruitful source of fashion inspiration and many 
of the style ideas that have developed into profitable 
successes can trace their origin back to some unusual 
design worn by a celebrity of the stage or screen. 
Perhaps the average man, due to the instinctive con- 
servatism of the sex, would be somewhat disinclined 
to follow the fashions of the stage in clothes or foot- 
wear. On the other hand it is freely admitted that the 
field of men’s apparel and footwear stands in need of 
new ideas, and, since it is natural to look to the stage 
for examples of the well-dressed man, why is it not 
also logical to look in the same direction for style ideas 
which can be modified and adapted to the needs of 
every man in everyday life? 
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My LIFE of STYLE 


> One of Mr. Goldberg’s spectacular style successes was his introduc- 
tion of the high top mousquetaire boot, in colored kidskins, shortly 
before the war. Prior to this time, black and brown were the standard 
colors in women’s shoes, and the introduction of such colors as gray, 
blue and champagne was a daring innovation. When Mr. Goldberg 
fully realized the radical step he had taken, after placing heavy orders 
on these colored kid shoes, he experienced a reaction that bordered 
on panic. He went to the factory, saw the shoes in process—and 
doubled the order. The first day they were shown in Chicago, the 
police had to be called to keep the crowds in control. The concept of 
style in women’s shoes which had been undergoing a gradual evolution 


in Mr. Goldberg’s mind had taken on an added element—Color! 


Third Chapter of 
The Human Story of a Great Merchant 


As Told to Ethel Sherman Daniels 


JULIUS GOLDBERG 


Suunsing or mediocre? Different or 
freakish? Sometimes the line of demarcation is so 
close as to be almost indistinct, yet one lives and the 
other passes off into oblivion. There are any number 
of shoe designers who have conceived the exotic in 
styles, yet so many have fallen by the wayside be- 
cause of the lack of that vital charm that makes big 
sellers. 

Mr. Goldberg by now had acquired the feel of 
differentiating between the right and the wrong in 
the realm of style. Like a pioneer in the field of 
fashion, he went on fearlessly, but always with the 
end in mind of “artistic shoes that will sell.” In 
selecting styles and in designing shoes, he always 
sees them from the eyes of those to whom he would 
sell. 

“What is style?” we asked Mr. Goldberg. 


“Style is good taste,” is his answer. “It should be 
different, it should be balanced and in harmony 
with the prevailing fashions in all modes of attire. 
When a shoe has these qualities, no matter how ex- 
treme it may seem at the time, the public will be- 
come adjusted to it, and when a style is accepted by 
smart women then that style becomes fashionable.” 


Although in later years Mr. Goldberg developed a 
definite technique in his styling of shoes that con- 
sisted of a practical combination of artistic inspira- 
tion interpreted with scientific precision, at this time 
his one goal was “make the feet look trimmer.” 

“It only required a little observation,” Mr. Gold- 
berg recalls, “to realize that all eyes focus at the 
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By JULIUS GOLDBERG 


limbs, and the ankle is the first thing a man notices. 
I had but to watch any man or group of men on the 
street, in the theater or in the drawing room to bear 
out my theory. I felt I had already evolved shoes 
from what was formerly an oblong leather casing, 
tied or buttoned around the ankle, to an object ca- 
pable ‘of having beauty. 

“TIt"was my hope that when a woman looked down 
the gtaceful lines of her gown, she would find them 
terminating in a distinctive slipper which would add 
to her carefully arranged costume, rather than an 
ugly boot which heretofore destroyed the beautiful 
effect. 

“My idea was that the shoe should be an asset to the 
costume, should offset the liability of a poorly built 
foot. Inasmuch as a beautiful shoe makes all feet 
sightly, I knew there was a great field ahead of me 
in putting art in the designing of shoes. 


“N/ : ; 
elvets were the first fabrics 
for street wear, and carrying out the theme of cos- 
tume boots, we followed this with black satins in 
slippers, oxfords and pumps. These were of light 
weight instead of the heavy welt soles for semi-dress, 
and for Winter, the satin laced boot. 

“The advent of satin in footwear threatened to be 
short-lived, for, though acknowledged by the trace 
as beautiful and recognized as being in the then lux- 
ury class of ‘silks and satins,’ yet our patrons were 
accustomed to the long wearing qualities of leather 
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and expected better service than they were able to 
get from satin. 

“We had to admit satins would not give the desired 
service. A little less courage on ouf part and fabric 
shoes might have been relegated to the impossible 
for utilitarian uses. However, the simple expedient 
of using cotton backed material and reversing the 
satin solved the problemi for us and saved the future 
of satin shoes. This gave additional strength to the 
cloth, and since that time satins have always had a 
certain popularity.” 

A new thought for Fall! Restricted to making 
high shoes where there was less opportunity for varia- 
tion, it was always a challenge to Mr. Goldberg’s in- 
genuity to find new ideas for high-styled footwear, 
for the Fall, Winter and early Spring seasons. 


A high ten-inch spat 
worn with low patent one-eyelet tie shoes served as 
an outstanding fashion for one winter. The spat 
was unusually high cut with a sort of wave top and 
was made in gray, fawn and white. This brought 
a revival of patent shoes, but became so common 
the next season in the lower priced shoe range that 
it was only sponsored the one year by Mr. Goldberg. 


An O-G ad that appeared in March, 1919. 
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Another Fall season and Mr. Goldberg was ready 
to meet his fashion seekers again with a new and in- 
triguing shoe style. The mousquetaire glove formed 
the inspiration of what was one of the most revolu- 
tionary of the pre-war day fashions. 

“The public was trained to expect high-styled 
shoes,” Mr. Goldberg says, in telling of this style, 
“and I sensed that the time was ripe for something 
sensational and colorful for winter wear. I felt that 
if I could find a glace kidskin shoe that would be 
very high, about two inches higher than the style 
trend, we could get the same effect of the complete 
wrist and arm ensemble as the mousquetaire glove. 

“There were too many tan and patent shoes shown, 
if seemed, so we departed from those conservative 
colors and made these high boots in gray, blue, black, 
brown and champagne kidskins. 

“My order was in for these boots, and in my en- 
thusiasm I didn’t realize the extent of my purchase. 
It was many thousands of pairs. Panic struck me. 
The shoes were a radical departure from the gen- 
erally accepted ideas. 

“T went in to see Mr. O’Connor. ‘John,’ I told him, 
‘I guess you’d better start looking for a new partner.’ 
He was surprised, but even when I told him of the 
tremendous investment I had obligated our store for 
in this shoe gamble he remained unperturbed. 

“Maybe this will go over big,’ I said, ‘and we'll 
have a big success. If not, you’d better pick yourself 
a new partner.’ 

“ ‘Well, you know style,’ John replied, calmly, ‘and 
I haven’t lost my nerve. You can’t worry me, unless 
you lose your confidence.’ 

“Tt was several weeks, in spite of this loyalty of 
John, before I gained sufficient courage to do any- 
thing further about the shoes. None had been de- 
livered as yet, but I went to the factories and looked 
at the completed models. They looked better than 
ever to me, and I doubled the order. I had regained 
my confidence. 


dd 
When they arrived, 


they were placed in the windows and advertised in 


all of the newspapers. The following day, - the 
crowds gathering about our windows were so great 
that police had to be called to prevent the curious 
people from breaking the window glass in their 
eagerness to see these colored shoes. To any dealer, 
the sight of crowds surging about the window is 
always a joy, but to my worry-scarred soul it was a 
tribute I never forgot. Here was a fashion about 
which costumes would be built. 

“All that Fall and Winter, these shoes sold with 
spectacular success. In the Spring, they were better 
than ever. Blacks and browns looked drab and 
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The Time to Replenish 


T sking inventory in a small store 
is quite a job, as everyone knows; but we had the 
opportunity this week of talking with a man who takes 
world inventories and would you believe it, it is not 
such a thumping job as it might sound. Anyone who 
can count two and two, can count in the billions if 
they have enough patience and perseverance. 

Dr. Hollis Godfrey of the Foundation of Engineer- 
ing-Economics has just completed an inventory of 
twenty great world commodities; coffee, rubber, oil, 
copper, steel, silk, etc., etc. He finds that a mid-sum- 
mer compilation of world inventories have developed 
a level below actual world needs. Any perceptible de- 
mand in the twelve major countries of the world for 
one or more of these commodities and the inevitable 
result will be higher prices. 

He has found a disposition on the part of raw stock 
producers to put into storage the very minimum of 
stocks ; first because demand doesn’t justify a surplus 
stock-storage and second, because finance will not per- 
mit of capital being tied up in storaged goods. He 
draws from this world-wide inventory the opinion that 
the turn has come and that progress slow and steady 
will be the consequence. 

It is not so very difficult to also reduce a world 
inventory picture to the compass of a little shoe store’s 
inventory. Again, it is a matter of figures. The 
National Shoe Retailers’ Association inventory anal- 
ysis shows that stock decrease (in dollars) in 1930- 
1931 for all recorded stores, was 13.9. Shoe stores, 
therefore, are operating on lower inventories. The 
analysis shows that stores doing a business under $35,- 
000 show a decrease in stock of 13.6. Stores doing 
business from $35,000 to $75,000, show a stock de- 
crease of 14.4; and stores doing a business over $75,- 
000—a stock decrease (in dollars) of 13.5. 


The little shoe store and the 
wide world are both operating on the plan of stock- 
turn. The important thing is the speed of turn-over, 
for goods on the shelves have no value until sold, and 
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the great basic commodities of the world in storage 
are valueless until sold. 

What will move these goods in stock? Strange to 
relate, one of the best versed shoe traveling men, L. C. 
Hart, tells in the Voice of the Trade in this issue that 
if the shoe stores of this country enjoyed five consecu- 
tive days of what might be termed normal shoe buy- 
ing, that every store would find itself on the follow- 
ing Monday morning out of a stock of salable, style- 
tul shoes. 


I. is too far-fetched an opinion to 
voice that if the entire world itself were to have five 
days or five weeks of normal buying of all sorts of 
commodities—to put homes, buildings and raiment 
back to the normal level, that the world also would © 
rush to replenish? 

These mid-summer facts and opinions indicate that 
we are about at the end of the vicious circle. For 
want of a better term, let us say that we are at the 
beginning of a “virtuous circle.” Let us reduce it to 
its least common denominator. Give a man a job and 
he finds money in his pocket to pay the grocer, the 
butcher and the shoemaker. If he has just a little 
money, merchants have confidence in him and will ex- 
tend him credit in the belief that his income will con- 
tinue and that he will be buying new goods, and pay- 
ing for old. Multiply that purchasing power of the 
individual by thousands in America. 

Henry T. Rainey, House majority leader, gives an 
example in the world field. He says: “I spent the 
Summer of 1931 in Russia and found Russia anxious 
to trade with us in spite of our unfriendly attitude. 
They need nearly everything we produce. There is 
more building going on in Russia than in all the rest 
of the world. Their factories are employing 3000 to 
22,000 people each and working two shifts day and 
night. There is no unemployment in Russia.” 

If these hopeful and helpful indices continue with- 
out political and social disappointments, then we are 
indeed better off than we have been. 
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april 25, 1932. 


The pacific Godman Snoe COos 
438 Ninth street, 
San Francisco, California. 
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* Tarsal Tred 


s 


If your cost of operation is as high as 
30% and you turn your Tarsal Tred 
Stock only four times a year the net 
profit on this investment will be 20%. 
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RETAIL 


AGE advertisements in the last 
four issues of The Boot and 
Shoe Recorder told you about the 
Tarsal Tred Base Stock Book, 
“Why the Tarsal Tred Base Stock 
Plan Appeals to Shoe Retailers,” 
what to do “If the Net Profit on 
Your Investment Is Less Than 
20%,” and why “Zi Doesn’t Re- 
quire a Big Investment to Make 
Money on Tarsal Treds.” 


The unsolicited letter, repro- 
duced here, more than proves the 
modest claims we have made 
about this fast-selling line of 
well-made shoes. 


It costs you nothing and you 
are under no obligations when 
you return the coupon for de- 
tailed information about this 
plan. Just fill it in and mail 
it. NOW! 


THE H. C. GODMAN CO. 


COLUMBUS, OHIO 





The H. C. Godman Company, 
Columbus, Ohio, 


Gentlemen: 


Without obligation on my part, please explain 
the details of your Tarsal Tred Base Stock Plan. 


Store Name 





Address 





City and State... 










































DR. NORMAN D. MATTISON 


When it comes time to give up 
sandals for closed patterns this Fall, it is easy to 
anticipate what is going to happen to a lot of shoes. 
Most of the wardrobe shoes will be so snug-fitting 
that they simply cannot be worn—one does not have 
to be an oracle in order to foretell that. And, besides, 
the sandal era of a year ago told the story of feet 
spread out of their usual trim shape, and if fitting 
them was a problem with its seasonal change to be 
reckoned with, it will be much more so this Fall 
because of the vastly increased numbers of skeleton 
patterns now being worn. 

Just what happens when a foot steps out of its 
Winter quarters into its new habitat of out-of-doors 
types of sandals? Does the open cut shoe exact too 
much in adaptation of the foot to this change in its 









What Happens When Feet 


Experience 
Radical Changes 


in Footwear ? 


A Medical and Orthopedic Opinion 
on the Changing Conditions of Feet 
inthe Changing of Seasons and T ypes 


of Footwear 














By NORMAN D. MATTISON, M.D. 
Consulting Editor, BOOT AND SHOE RECORDER 






“environment?” Words do not butter parsnips worth 
speaking of, and so some fundamental facts are of 
interest to consider in this connection. 

So far as concerns shoes, it is helpful for industry 
and the healing art to have a common viewpoint. For 
this purpose, a foot may be considered as an animaicd 
elastic body. The elements which compose it are the 
same year in and year out, century in and century 
out. Time, however, often brings about changes in 
the architecture and functions of this animated elastic 
body in its relation to shoes. And these changes are 
the object and purpose of this present discussion. 

For example, there was recently held in Bristol, 
England, a demonstration of period clothes dating 
back to 1780. Could the modern miss fasten her 
great grandmother’s dress around her waist? Could 
she squeeze her foot into these period shoes? You 
know the answer. It was not that the shoes in par- 
ticular were too small. It was simply that exercise, 
walking, the out-of-doors life, had changed the 
architecture and functions of the foot in relation to 
its covering, over several generations. 

So it is in varying degrees with the changes from 
the closed to skeleton patterns in the Spring, «nd 
back to the established order again for the Fall. And 
if you think that feet have nothing to bother about 
in these transitions, let us look briefly at the results 
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A SALES ASSET WHICH 
RUBY KID HELPS MAINTAIN 


FOR THE 


MILFORD SHOE CO. 


Their “FOOT RESTER” line, the Milford Shoe 
Co. report, has shown a steadily satisfactory 
sales growth in each year since it was first 


introduced. 


It is, apparently, a line which retains old cus- 
vorth 
re of 


tomers from year to year while also adding 


more new ones from time to time. 
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se RUBY KID was adopted as the standard black 
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es in first introduced. It has consistently continued 
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wai in that capacity for the past four years. 
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Taere’s a big 
Pedemode season just ahead. 
Many of the outstanding stores 
in America — including Saks- 
Fifth Avenue — will feature 
these smart walking shoes under 
the Pedemode name. A com- 
prehensive advertising cam- 
paign will tell thousands of 
fashionable women about them. 
Yes, there’s a big Pedemode 
season just ahead. 


Vedemode 


CFemunine “footwear 


Made by JULIUS GROSSMAN, Inc. 
NEW YORK BROOKLYN 
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Cornell Unity 


is a countrywide name for quality 


shoemakers. Today more than 
ever concentrated on finer shoes, 
more exclusive models, better 
workmanship, at a price as low 
as permissible for quality mer- 
chandise. 


Cornett-Unity Soot Co, inc. 


674 Broadway, 
New York City 


The Shoe You Admire Is Made 
by Cornell-Unity 








Peopce Srtitif\ 


Vv 


Prosperity cannot be 
built upon a founda- 
tion of cheapness, 
declares Murray 
Schott, retail sales 
manager of  Jfulius 
Grossman Stores 
Corp., New York. He 
is convinced that the 
merchant who sacri- 
fices everything for 
volume is storing up 
trouble for the fu- 
ture because a per- 
manent business de- 
pends upon complete 
customer _ satisfac- 
tion, and customers 
can be satisfied only 
through quality of 
merchandise and ser- 
vice. 


a 
MURRAY SCHOTT 


~ . : 
here can be no prosperity without 
quality,” says Murray Schott, retail sales manager of 
Julius Grossman Stores Corp., 537 Fifth Avenue, 
New York City, “and people still want and buy quality 
footwear. The time has now come when people who 
have been ‘killing their feet’ with inferior, cheap and 
ill fitting shoes, realize that the quality and fit of 
shoes are the most important things to consider in 
connection with wearing apparel. Here is the open- 
ing for the thinking shoe merchant. Future pros- 
perity can be reached only by traveling along the 
avenue of quality. 

“Business in our stores has actually been on the 
increase during the past two years. We have found 
that all our customers are willing to pay for quality 
and fit in footwear, and that there is practically no 
price resistance shown by them. During this whole 
period of economic depression we have maintained 
fully the quality standards in our shoes and our prices 
have been readjusted only in comparison with lower 
labor and material costs. People are afraid of cheap 
merchandise today. They have had ample time to 
consider the wearing. and fitting qualities during the 
past year and now they realize that the greatest econo- 
mies can only be effected by buying quality merchai:- 
dise. 

“Foot comfort is necessary to health, and in tie 
manufacture of our shoes this knowledge is co''- 
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Lu WANT QUALITY 


sidered far and away the most important. The finest 
materials, the finest workmanship and _ intelligent 
salesmanship in our shops have given our customers 
confidence in us and satisfaction in our shoes. The 
men who sell the shoes know the anatomy of the 
human foot, its points of weakness and its peculiari- 
ties, and by knowing these details they can correctly 
fit our customers and send them away satisfied. 


4d 
Ou: shoes are made on the same 
last season after season, in both men’s and women’s 
shoes, but the styles change continually, keeping pace 
always with the trend of fashion. In this way, the 
customers can return to our stores year after year 
and always be fitted on the same last. 


“Our range of sizes is another important factor in 
our increased sales. Our range is so comprehensive 
that it is almost impossible not to fit anyone who 
comes into the store. Many sales are lost in stores 
when the salesman is unable to fit the customer, and 
the chances are that he will never return to that store 
but will buy his shoes elsewhere. This is one thing 
that we did away with from the first by carrying this 
complete range of sizes in all styles. 

“The shoe merchant who sacrifices everything for 
volume business in his store will have plenty of wor- 
ries in the future. First, his customers will realize, 
as time goes on, that the shoes sold by him are of a 
distinctly inferior grade. They will not wear. They 
lose their shape and curl up after one rainy day, and 
lose all semblance of ever having had any style. In 
the end it is nothing but money thrown away, and 
nothing to show for it, and this all boils down to the 
fact that the customer loses confidence in the store 
and will not return there again. 


ud A , 

nother bad practice, that usually 
goes along hand in hand with the sale of inferior 
merchandise to maintain or increase volume, is the 
taking of incompetent salespeople to handle custom- 
ers during special sales and Saturday rush hours. 
These men, who may have had no training in shoe 
fitting and probably are shipping clerks, office help or 
men from some other department in a store, can do 
more harm to a store’s reputation for correct fit and 
service than can be imagined. 
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DELMAN 


HAND-MADE FOOTWEAR 
to retail from $12.50 


Original Delman designs—created, pate 
ented and copyrighted to insure continued 
prestige for the name of Delman, and to 
protect a select group of American 


stores who are exclusive Delman agencies. 


DELMAN 


DELMAN BUILDING 
558 MADISON AVENUE - NEW YORK 














r 
FORMOLDER szozs 


The Balance of Lie 


This illus- 


trated style 
is in stock in 
Black Kid — 
an 85% fit- 
ter. 

We have 
other lasts 
and patterns 
in stock. 


A 
Visible Tarsus Bridge 


This Meta-tarsus bridge 
shoe is a success; thou- 
sands of women are 
sponsoring Formolder 
shoes today. 


Chas. W. Strohbeck, Inc. \3 
309 Johnson St. Brooklyn, N. Y. 


New York Office: Marbridge Bldg. 
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Fast Movinc 
STAPLES 


Signified by vividly simple 
shoes. Our entire line predi- 
cates quality keynotes for Fall. 
Truly—our creations are ex- 
quisitely different. 














We Are Enthused 


Meser Firos. Shoe (0 


cag F 
Brooklyn, N 








~~ m: 
418 Marbridge "Bide, N. Y. C. 
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HIGH GRADE 
LADIES FOOTWEAR 


In spite of the recent changes in process made by other manu- 
facturers, Garofalo Bros. have and will closly adhere to the 
manufacture of hand turn and bench made turn shoes—believ- 
ing that fine workmanship and quality, at prices that make 
Garofalo shoes the greatest value ever, will result in continued 
successful operation 


MFRS OF HIGH GRADE 
LADIES FOOTWEAR 


WEST COAST REPRESENTATIVE—MR. MAX ZUCKER- 
MAN, HAYWARD HOTEL, LOS ANGELES, CALIF. 
MID-WESTERN REPRESENTATIVE—MR. HERBERT 

EYRE, ROOM 532, MARBRIDGE BLDG., N. Y. C. 














FACTORY, 200 TILLARY ST., BROOKLYN, N. Y. 


as Z 





Md 
A customer, the great majority of times, 
would much rather wait a few minutes ‘and be as- 
sured that the salesperson knows his business, than be 
served by anyone who may come along and then find 
that his shoes do not fit. If the latter is the case the 
store’s troubles begin at once. Dissatisfied customers, 
returned merchandise and the fight to restore con- 
fidence in your shoes are just a few of the difficulties 
that arise from this inefficient salesmanship. Our 
salesmen know how to fit shoes and our customers 
come back, not to complain, but to buy more shoes. 
“We pride ourselves on being a family shoe store. 
We can fit all the members of the family, men, 
women and children. This means that there is al- 
ways increasing business for us, because when one 
member of a family ‘buys shoes that are smartly 
styled, correctly fitted and comfortable, he goes away 
completely satisfied and more often than not returns 
with the others of the family when they need new 
footwear. Again, we take special care with the grow- 
ing children’s feet, and they as much, if not more than 
adults need expert attention. With our size range, 
smart styles that appeal to the children and trained 
salesforce, we can give them this attention always. 
“We follow up these sales by making the children 
like us. We ask every child how old he is and when 
his birthday comes. The salesman makes a note of 
this and on every birthday, we mail an attractive grect- 
ing card to the child. It is surprising how a little 
thought or idea like this will bring the children and 
their parents back to the store for more shoes. 


“W 
e even use an idea similar 


to this with our men customers. About two months 
after a man has purchased a pair of shoes from us 
we write him a short note and enclose a pair of shoe 
laces in the letter, asking him to accept these with our 
compliments. This little idea has proved to be a real 
sales stimulator. He keeps our store in mind, perhaps 
decides that he should have another pair of street shoes 
or sport shoes and then he comes in and buys them. 

“These ideas, however, are merely secondary to 
our real sales stimuli, which are always shoes of the 
finest quality and of the most perfect fit along with 
smart styles. 

“Smart Styles for Comfort’ is our watchword and 
the merchant and the store which will maintain qual- 
ity always and not worry too much about volume will 
be the one which will reap the profits in the Shoe 
Business. 

“Lasting profits can only come through the dis- 
pensing of quality footwear, properly merchandised, 
and the merchant who will climb high on the ladder 
to success is he whose hobby is quality.” 
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“YOUR FOOTPRINT IN LEATHER” 


Answers Every Requirement of Successful Merchandising 


imes, 

ye as- 

ian be 

1 find The Matrix feature is fully covered by basic patents Nos. 1,479,899 and 
€ the 1,518,840, and the Matrix franchise secures all Matrix dealers exclusive sale 


mers i i 
of an article of universal appeal. 


ulties 

oo There probably never was a time when merchants strove as hard for leader- 
" ship as they do at present. Everywhere there is a constant endeavor to offer 
store, the public some special reason for dealing with a specific store. The reasons 
men, are of many kinds. Chief among them, of course, is the prestige established 
es by a reputation for quality and service, and also for fair prices. 


| one 
artly Matrix Shoes, with their exclusive patented feature, “Your Footprint in 


away Leather,’ are a perfect example of merchandise which meets these require- 
me ments. In the first place, the moulded sole which is the Matrix feature, is an 
row- exclusive idea protected by patents issued to Mr. Oliver DeRidder by the 
than United States Government. This in itself creates prestige for Matrix Shoes 
ee because almost everyone feels added respect for an article which has proven 
vs, its inventive genius sufficiently to warrant the issuing of basic patents. 

dren Every season since the Matrix invention, the styles of Matrix shoes have 
vhen been made increasingly beautiful so that women who wear them have great 
ae satisfaction in knowing that perfect lasting comfort has been achieved without 


reet- 
little any sacrifice to fashion or flattering fit. Once this has been clearly demon- 


and strated to a customer, no store need fear that she will be lured away by any 
“bargains” offered by a competitor. Remember there can be no competition 
on Matrix Shoes because there is no shoe that offers its patented feature—the 


exclusive contribution of Matrix. 


Shoe 


YOUR FOOTPRINT |. 2c ee IN LEATHER” 


ELFIN SHOES 


Superb Welts of Unquestionable Styling 
TO RETAIL $7 to 8,50 


E. P. REED & CO., ROCHESTER, N. Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34thSt.) Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republ'c Bly. 


Tue HEyYwoop Boot anp SHOE Company of Worcester, Mass., has been 
licensed to manufacture Matrix Shoes for Men 
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Chicago Merchants in Campaign 


to Uphold 
QUALITY 


Lace merchants are engaged in a 
very definite quality campaign, believing that now 
is the psychological time to reach a public that has 
been wearied with a continuous oral and written 
price propaganda of bargain bunk. While at the 
present moment this is not an organized, concerted 
action, every merchant who is standing for quality in 
his community is not only helping himself but every- 
one else in his own class. And so a large number 
of Chicago stores that believe in quality are working 
along individual lines to promote it. 

Some of the problems that quality merchants are 
having to face right now are: 

1. The general public has become price-minded to 
the exclusion of all other considerations. 

2. As a result of price propaganda, customers have 
lost their sense of values and a proper criterion of 
judgment. 

3. Not having the money they formerly had, they 
have become addicted to the habit of “shopping 
around,” 

4. Confused by price juggling and price slashing, 
they have lost confidence not only in quality merchan- 
dise but in many cases in quality houses. 


No campaign is going to meet 
all these problems in a minute, but Chicago retailers 
have expressed their conviction that the pendulum 
has already begun to swing (if slowly) away from 
price and that a patient, persistent effort to rebuild 
confidence and the desire for quality will prove suc- 
cessful. 

It is not enough for houses to declare their policy of 
quality goods ; they must continue to maintain this and 
keep it before the public. Here the past reputation of 
the house is of vital importance but it is not enough. It 
must be backed up by really selling merchandise that is 
strictly quality stuff and that can stand on its own feet 
in meeting the test of service. Moreover, the consumer 
must be definitely educated to understand why cer- 
tain merchandise is first class and why other goods 
are shoddy. He must no longer be asked to take 
only the word of the house. Retailers believe that the 


Shoe Stores Join in Movement to 

Educate Price-MMinded Public to a 

Better Sense of Values and Restore 

Consumer Confidence in Merchan- 
dise and Price Levels 


consumer has learned many sad lessons about shoes 
through the trial and error method and is ready to 
listen to the true story about quality shoes. 

To accomplish these various results the campaign 
proceeds along different lines; by newspaper adver- 
tising, by window displays, by direct mail publicity, 
by certain readjustments of salesmanship, by clearly 
defined personal appeal to the customer who visits 














THERE ARE TWO PRINCIPAL 
GROUPS OF MERCHANTS 
IN THIS COUNTRY 


The first and larger is the price group. Its appeal 
is always on price. It tries to buy and sell things 
cheaper, cheaper, cheaper. 

To meet its demands manufacturers are contin- 
ually lowering standards. 

The other is the quality group. Here the effort 
is to offer the best possible quality at each partic- 
ular price. To win the business of these merchants, 
manufacturers must produce better and better qual- 
ity. The result of such competition is the very best 
merchandise-to be had in each price classification. 

Without any "ifs, ands or buts,” this Store has al- 
ways belonged to the quality group. 

Our whole endeavor is to give you the best possible 
value at whatever price you wish to pay. 

And, in these times of stress, our entire organiza- 
tion is pledged anew to the maintenance of our 
quality standards. . 


MARSHALL FIELD & COMPANY 
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One of a series of impressive ads in the Marshall Field 
quality campaign. 
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n Shoes 


Sor the man about town 


When you see = new Fall line of Uptown Shoes you'll 
be impressed with its stability. The line is void of freaks 

r "show shoes." It is styled for men who seek quality 
and foot refinement at a popular price . . . and they 
get ‘it in full measure in Uptown Shoes for the Man 
About Town. 


. The Biltmore Pattern is illustrated. It is No. 1924, priced 
at $3.10, and carried in stock from A to D widths. 
Same pattern is available in brown grained calf at the 
same price. 





A STAR BRAND Ex: 


—— 


Branch of International Shoe Co 


ST. LOUIS, MO. 








Photograph by BARNES-CROSBY COMPANY of Missouri 
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the store and by a definite effort to keep up the morale 
generally. 

To illustrate some of the aforementioned methods: 
Marshall Field and Company have been running a 
series of impressive advertisements in the current 
Chicago papers which are designed to make the read- 
ing public once more aware of quality as a factor in 
buying. This is “institutional advertising” of the 
highest order, which has no “direct sales” pull at- 
tached to it. Wolock and Bauer ran a series of small 
“institutional advertisements” recently, which were 
illustrated in the Boor AND SHOE REcoRDER. On 
Mondays, during May and June, F. E. Foster & Com- 
pany ran advertisements which stress quality very 
clearly. 


At Stetson’s their handsome new 
windows have been given over to quality display. 
This is not only a matter of words but a demonstra- 
tion of quality. Beautifully selected shoes, arranged 
with excellent taste, immaculately clean, sing a song 
for quality which is louder than the noisy din of many 
Loop store windows crowded with a conglomerate 
mass of shoddy and not always clean footwear at 
“bargain” prices. In speaking of their effort to main- 
tain quality (keeping up one’s ideals, this store puts 
it), F. W. Cox spoke of the redoubled endeavors to 
keep up the entire morale of the store. Quality is 
more an attitude of mind than a kind of merchan- 
dise, Mr. Cox believes. This expresses itself in 
cordially courteous, well-groomed -sales people, in 
perfect housekeeping expressed in showrooms, dis- 
play counters, appearance of stock on the shelves, 
etc. More attentive supervision of office help has 
resulted in greater efficiency in accomplishing better 
results even where certain retrenchments have been 
necessary. 


At Wolock and Bauer’s, Lew Kohn 
stresses emphatically the necessity to maintain a 
quality policy even in the face of opposition. A house 
which changes its policy day by day and grades down, 
he believes, can’t expect to maintain a clientele. Re- 
liable customers will drop away and the result will be 
a hand-to-mouth trade. The salesmen in this house 
are themselves quality minded. Those who have a 
price complex have no place here. Salesmen are 
taught not only that a shoe has “quality,” but WHY 
they are educating their customers to “know their 
quality” as far as shoes are concerned. Women who 
buy shoes here learn the technique of shoes. They 
are taught how to judge a shoe themselves and are 
urged to buy because they themselves know and not 
because a salesman says so or because the house sells 
it. They are further invited to test out the shoes not 
only as to style but in service. 
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QUALITY always has and always 


will be maintained in Fos TER SHOES. 


“There is harglly anything in this world 
that some man cannot make a little worse 
and sell a little cheaper, afid the people why 
consider price only are his legitimate prey.” 


—Ruskin 





A New pierced Oxford 


by Foster 


A typical example of the Foster “hand- 
“ : 

turn” shoes which so truly express 

Quality _ produced in Corsair Blue, 

Dapper Brown or Black Call. 


SIO s 


F. E. FOSTER & COMPANY 


CHICAGO EVANSTON OAK PARK 














F. E. Foster & Company recently ran a series of newspaper 
ads stressing quality in footwear of which the above is an 
example. 


How about the customer who might like quality 
but hasn’t the money that she once had (and there 
are a lot of these)? Practically all stores interviewed 
told the same story regarding these. In such in- 
stances it becomes a question not of quality against 
price but of quality against quantity. In the halcyon 
days before the Great Slump propaganda and sales- 
manship combined to urge quantity buying. It was 
not so much quality talk in those days. Good houses 
took that for granted. Smart salesmanship sold the 
customer who came in to buy one pair of shoes, not 
one but two, three or perhaps a dozen. 

Today salesmanship has had to change consider- 
ably to win back this type of customer, whose income 
has been reduced. “Quality is always economy” is 
the slogan here. Retailers are urging their sales- 
people to assist such customers to select wisely so 
that a pair of shoes may do service with various cos- 
tumes and for different uses. “If you can’t have but 
one pair of shoes, buy quality,” is the story. 

This, of course, means quality salesmanship. It takes 
intelligence and “horse sense” to know when to urge 
an extra pair of shoes upon a customer and when ‘o 
[TURN TO PAGE 63, PLEASE] 
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NATURAL BRIDGE ADVERTISING will appear in 
LADIES’ HOME JOURNAL and PHOTOPLAY 


Window display material in- 
cludes beautifully lithographed 
cards and price tickets—gold, 
bronze and neon signs which 
forcefully identify your store 
as the Natural Bridge agency. 


All told, this Fall advertising 
program is the strongest yet de- 
vised for Natural Bridge shoes. 
Coming as it does when Natural 
Bridge values are greater than 
ever before, and when women 
are searching for shoes which 
meet new standards of quality, 
we are sure that great opportu- 
nities are in store for Natural 


Bridge dealers. 


NATURAL BRIDGE 
SHOEMAKERS 
Division of Craddock-Terry Co. 

LYNCHBURG - - - - VIRGINIA 




















New York Office—Marbridge Building 
Chicago Office—Republic Building 
Philadelphia Office—Central Trust Building 
Springfield, Mass.—MclIntosh Building 


Mats for a complete newspaper campaign are 
supplied free. 


OCKETBOOK --- Good to the DEALER 
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The Shoe Merchant 
Looks at the 


RENT PROBLEM 


When the Percentage of Sales Is 
Out of Line, a Heart-to-Heart Talk 
with the Landlord Seems Indicated 


ie idea that rents 


never do anything but go up is 
fast passing out in a blaze of glory. 
And it is high time. The ratio of 
rent expense to total sales has been 
mounting at a dizzy rate of in- 
crease since 1919, from a general 
figure of 2.3 per cent to 5.9 per 
cent in 1931. 

The reasons for this, other than 
the general inflation taking place 
during that period of years, may 
be found in the prosperity-giddi- 
ness from which most of us suf- 
fered. Delusions of grandeur 
prompted the decision that more 
palatial premises were required. 
Perhaps, under the general scheme 
of things at the time, they were, 
but the results are before us. 

Then again, the struggle for the 





The Alibi 











“best location,” led by those happy 
warriors, the chain stores, suc- 
ceeded in bidding rent values to 
such heights that now, when they 
must come down, every one of us 


sincerely hopes that like Humpty- 
Dumpty, it will take more than the 


Oversize! 





Common 
Figure 


All Stores 
Volume: 
A. Under $35,000 
B. $35,000 to $75,000 
C. Over $75,000 
Population: 
X. Under 20,000 
Y. 20,000 to 50,000 





RENTALS PAID BY SHOE STORES 


As Compiled by The Educational Division, National Shoe Retailers 
Association 


One-fourth 

of the re- 

ports shcwed 
less than 


One-fourth 
of the re- 
ports showed 
more than 
ret. 


7.4 


10. 
3.5%.) 








king’s horses and men to put them 
together and back up again. The 
practice of signing leases which 
provide for a substantial increase 
in rent for the second half of the 
life of the lease on the assump- 
tion that business is bound to get 
better has also been a contributing 
cause. 

The general figures for shoe 
store rents are given in “Shoe 
Store Operations in 1931,” recent- 
ly issued by The Educational Di- 


vision of the National Shoe Retai!- 
ers Association. As usual, dealers 
in small towns enjoyed much lower 
rents than those in the larger cities. 
Stores with small volume partici- 
pated in the sam? advantage over 
the large stores. 
Table 9 

Similar conditions obtained in 
1923 as revealed by the Harvar«! 
report for that year. The average 
rent was 3.5 per cent. Small stores 
paid 3.3 per cent of their sales. 


42 
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while the large volume merchants 
paid 4.0 per cent. Stores in small 
towns had rents averaging 2.6 per 
cent and the large city operators 
had a typical figure of 4.5 per cent. 

A study of these figures will aid 
in arriving at what is a fair rent 
for your store under the present 
conditions. Pick out the category 
of volume-of-business and size-of- 
community to which you belong 
and appeal to your landlord. 


a 


Boot AND SHOE RECORDER 


The increase in rents since 1919 
as found in the study of shoe store 
operations indicates an increase of 
from 2.3 per cent in 1919 to 3.5 
per cent in 1923. This went up to 
5.1 per cent in 1930 and to 5.9 per 
cent in 1931. These figures are 
for independent stores. The 
amounts seem little enough, how- 
ever, when compared with data 
given for the chains. According 
to a Harvard report, chain shoe 
stores paid an average rent of 8.2 
per cent of their sales in 1929. A 
quarter of the stores reporting had 
rental costs greater than 9.6 per 
cent. “Shoe Store Operations” 
suggests that if figures were avail- 
able showing chain store rentals in 
1931, they would probably amount 


to 9 per cent on an average. How 
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long can this situation continue? 

That high rental costs are re- 
sponsible for a great deal of the 
grief in present-day shoe retailing 
is made evident in an analysis of 
operating expenses. A study of 
the reports upon which the findings 
of the survey were based showed 
that in 22 per cent of the stores, 
expenses stood out as requiring 
the most remedial attention. More 
than half of these stores—l4 per 
cent of the total—suffered from 
too high rents. 

It was intimated above that the 
tide has turned and that rents have 
at Jast started on their downward 
This, as indicated by the 
fact that new leases no longer re- 
semble the national debt, is as it 
should be, but it is of little aid to 
those who entered into a long term 
contract during the boom years. 


course. 


‘However, a number of merchants 


have been successful in getting re- 
ductions from their landlords. The 
following changes are given: 
Per cent 
Increased rent 
Same rent 
Reduced rent 


It is time for every shoe retailer 


_with a disproportionate rent ex- 


pense to put up to his landlord the 
age-old question of death and 
taxes. He may even have to sub- 
mit to accepting a rent to cover 
carrying costs and taxes, or assist 
at the unpleasant obsequies of a 
defunct shoe business. 





SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


° LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. | 
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Shoe Store Service Section 








DISPLAY EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 





Light Lures Customers into Stores 


By FRANCIS M. FALGE 


General Electric Company, Cleveland, Ohio 


A well lighted store continues 
to be the magnet of traffic and its appeal attracts 
scores to the windows of those firms who extend an 
invitation through forceful illumination. 

This has been proved again by the Friendly Five 
Shoe Store, owned and operated by Bender-Faflik, 
Inc., of Cleveland, Ohio, whose newly renwdeled 
store reveals the newest installation of effective light- 
ing designed to influence a favorable appeal for their 
footwear. 

Searching for some medium to make their store a 
worthy competitor for the hundreds of stores located 
in this mid-western city, they chose light. They were 
aided in making this decision by the Irwin Walker 
Displays, Inc., who pointed out to them the stopping 


v 


The newly-modelled, Friendly 


power and sales value it possessed. Rowland John- 
ston, Cleveland architect, created the design. 

The illustration is a silent testimonial of the ef- 
fectiveness of this modern luminous treatment. It 
has appeal. It is different. It stops the prospective 
customer and invites him to buy. 

The large flashed-opal-glass fascia sign strikes the 
dominant note in this brilliant light orchestration. It 
is 21 feet long and 5% feet high and is lighted by 
means of twenty 150-watt MAZDA lamps. Figuring 
an average rate of 10 cents an hour for operation, it 
is readily seen that this installation is not an expen- 
sive luxury, but an inexpensive necessity, if this store 
is to compete with those surrounding. A similar illu- 
mination system is carried out within the store. 





Five Store, Cleveland, Ohio, is 
an example of the improved 
development of efficient light- 
ing in making an impression 
on passing traffic. The large 
illuminated sign through door- 
way continues to sell the foot- 
wear after the customer steps 
inside to buy. 


A 
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THE SHOE STORE 





A Working Schedule for Busy 


Merchants 





requires aggressive 

merchandising and 
promotion to overcome 
midsummer inertia. If you 
have already held your 
Summer Clearance then a 
series of smaller sales 
throughout August will 
probably be the wisest thing 
to plan. 


1 THIS is a month that 


KEEP your windows 
2 interesting during Au- 

gust. Change your 
trims often, and make every 
display as inviting as pos- 
sible. Give a “bargain” 
flavor to every window 
through the use of “talk- 
ing” display cards. Be 
sure to price out every 
item. 





stocks carefully and 

list all lines and odd 
lots that must be cleared 
before the end of the 
month. This is your bar- 
gain ammunition to use in 
your August drive for busi- 
ness. Plan now HOW to 
use it to best advantage. 


3 GO THROUGH your 





FOR the last three 

days of this week fea- 

ture a “Special Selling 
of Women’s Summer Foot- 
wear” including all the 
women’s numbers on your 
clean-up list. Send out a 
postal card announcement 
of this sale to your entire 
customer list today. 





sale in tonight’s 

paper featuring your 
women’s bargains for to- 
morrow. “Price” is the only 
thing that will interest 
shoppers now, and your ad 
should shout “Bargains!” 
Have a sale window to 
back up the ad. 


5 a oy a a good, big, black 


record of your custom- 

ers’ foot sizes? Then 
use it this month to clean 
up odd lots. Telephone cus- 
tomers who can wear the 
sizes you are anxious to 
clear, telling them of the 
bargains you have that are 
of particular interest to 
them, 


6 DO YOU KEEP a card 








CHANGE all your 

windows today. Make 

them look entirely 
“different.” Have you or- 
dered Fall Hosiery in the 
new shades? You'll want to 
have stock so you can fea- 
ture the new hose with the 
first Fall footwear. Have 
you changed ledge displays 
recently? 





FALL planning must 
9 be done more carefully 

this year than ever be- 
fore. It will be a difficult 
season. Now is a good time 
to sit down and make your 
Fall advertising plans, bas- 
ing your possible expendi- 
tures on your estimated 
volume for the season. 


time to get your 

physical store in or- 
der. Does the heating plant 
need repairs? Are there 
any fixture changes you 
would like to make before 
the busy season? Any paint- 
ing or decorating to do? 
Get all these things done in 
August. 


1 AND THIS is a good 


FOR the last three 
1 days of this week 

have a “Special Sell- 
ing of Men’s Shoes” simi- 
lar to last week’s women’s 
event. If possible to group 
all your clean-up items at 
one or two prices do so, it 
enables you to do a better 
job of advertising the event. 


attention-getting sale 

ad tonight on your 
Men’s sale. And if you 
didn’t send out a postal 
card announcement _yester- 
day do it today. Use the 
telephone again too to in- 
vite men customers to come 
in and take advantage of 
the bargains. 


12 RUN another good, 





men’s gold shoes in 

stock put them out 
today at a price that will 
move them out, and see 
that salesmen mention this 
—— bargain to every 

A good “Saturday 
Special” in women’s hosiery 
should be a window feature 
today. 


13 IF YOU have any 








for another complete 

window change. Of 
course it’s hard work, but 
ean you afford not to keep 
your best advertisement 
working to full advantage? 
And what about your Fall 
window trims? ave you 
made any plans for them? 
It’s time to do it! 


1 5 TODAY’S the day 





WHY not send out a 
16 letter or small folder 

to your customer list 
announcing that the _ first 
Fall styles are beginning to 
arrive? There are some 
folks who always like to be 
ahead of the season, and 
this may help to bring in 
some extra August busi- 
ness. 
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E} CALENDAR ‘aticust 





To Produce More Profit Through Planning 








Fall footwear styles 

are featured promi- 
nently in the window as 
rapidly as they arrive. 
Many stores will add new 
lines this Fall to help hold 
up their volume. Have you 
considered such’ lines as 
Umbrellas, Hand Bags, Mil- 
linery? 


1 BE SURE that new 


three day “Special 

Selling of Hosiery” 
to clean up stocks and get 
ready for the Fall season. 
You can afford to name 
close prices on staple goods 
if by so doing you can at- 
tract possible footwear cus- 
tomers into your store this 
week. 


18 WHY NOT have a 


nouncement of your 

Hosiery selling poner 
ed on big red tags will get 
attention if you arrange to 
have boys hang one on 
every door knob in town 
today. And of course to- 
night’s newspaper ad will 
be a big showy affair that 
cannot be overlooked. 


19 A FLASHY an- 


table or case display 

of new Fall footwear 
styles just inside the front 
door today will help sell 
shoes to those who come 
after your Hosiery bar- 
gains. Who is going to get 
the football shoe business 
from local schools having 
teams? 


2 AN INTERESTING 





vertising your School 

Shoe event ought to 
be mailed. You can save 
money by having your Fri- 
day night newspaper ad 
put in type in advance, and 
then having reprints of this 
ad run off so that you can 
use them for your circulars. 


25 A GOOD circular ad- 


dow trims today get 

more of a Fall - 
vor. If enough Fall styles 
are available a Fall window 
with cards reading “Fall 
Footwear That Will Inter- 
est Those Going Away to 
School” will be timely. Fea- 
ture new Fall Hosiery with 
this display. 


22 IN YOUR new win- 


have a good window 

display for your 
School Shoe event. It should 
have been put in place yes- 
terday morning, in which 
event you. will probably 
want to make some changes 
in it tonight fot Saturday. 
Have a Hosiery window 
leader for Saturday. 


2 OF COURSE you 





be wise to make an- 

other thorough check 
of stocks today to make 
sure no odds and ends of 
Summer lines have been 
overlooked. Have you 
placed your orders on your 
specialty lines, athletic 
shoes, hunters’ boots, felt 
footwear, etc.? 


23 IT WOULD probably 


your School Shoe 
Window there should 
; be a good Fall Styles 
window today, and perhaps 
there should have been a 
separate ad in last night’s 
paper on the new styles. 
The new footwear should 
be displayed prominently 
inside the store too. 


27 IN ADDITION to 


FOR the balance of 
24 the week, starting 

tomorrow, why not 
feature “School Shoes at 
Special August Prices!” 
Such an event, properly ad- 
vertised ought to bring 
business, and it will enable 
you to get a quick turn on 
your stock and clean up 
Summer items. 





give all your window 

space to displays of 
Fall footwear. In these dis- 
Plays use cards that point 
out the new style features 
for the season. Price is 
going to be important this 
Fall too—emphasize your 
values and your low prices! 


2 NOW it is time to 








ARE all your sales 
3 promotion plans 

made for September? 
There will be business this 
Fall for those who FIGHT 
for it, making their plans 
in advance. There may not 
be enough business to go 
around! There WILL be 
enough for the hardest 
fighter! Will it be you? 





tonight suggesting 

“New Footwear for 
the Labor per Holiday.” 
And put cards in your win- 
dows suggesting the same 
idea. Have you checked up 
your window fixtures to see 
that they are in good re- 
pair and that you have all 
that you need? 


31 RUN a Fall style ad 
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An important advance in the art of good shoemaking is the 
introduction of a unique feature in the manufacture of lasts. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 

The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 

The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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NATIONAL NEWS 


» HOW’S BUSINESS 4 
a 


June Production Lower 


New YorK—Shoe production during 
June amounted to 20,750,000 pairs, ac- 
cording to a survey furnished the New 
York Hide Exchange by the Tanners’ 
Council of America. This compares 
with 27,839,000 pairs in June, 1931. 
The average daily production during 
June was 798,000 pairs, as compared 
with a daily average of 1,071,000 pairs 
during the same month last year. 

On the basis of the above estimate, 
shoe production during the first six 
months of 1932 amounted to 146,909,- 
000 pairs, representing a decline of 
7.8 per cent below the first half of 
1931. 


Rochester Factories Busier 


RocHESTER, N. Y.—Although chil- 
dren’s and misses’ lines still were at low 
ebb, factories specializing in women’s 
shoes showed a steady pickup last week, 
with the demand fairly brisk for 
whites and the fall lines running to 
suedes and kid, followed by reptiles. 

The advance was behind that of nor- 
mal years, but optimists were predict- 
ing a fair activity not later than the 
middle of August. The uptrend is be- 
ing speeded a little by lower prices for 
leather. 

The Seneca Shoe Co., with 1000 
pairs daily, is leading the children’s 
shoe manufacturers. C. P. Ford & Co. 
and E. P. Reed & Co. are busy. The 
W. B. Coon Co. is reported doing well 
with its $5 and $6 lines of shoes. 


Sales Reported Large 


BALTIMORE, Mp.— White footwear 
and white in combinations of black, 
brown, ete., is very popular, according 
to representative shoe stores and de- 
partment stores. The lower priced and 





> PROFITIZE YOUR BUSINESS IN ’32! 4 
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SATURDAY, JULY 30, 1932 


so-called popular priced models in ties, 
pumps and strap effects are in best 
demand. _In some instances sales are 
reported as large as during the same 
period of last year. The profits how- 
ever, it is pointed out, are not as good. 


Children’s Bootery Expands 


(MIAMI, FLA. — The Children’s Boot- 
ery, operated by Palmer & Southerland 
at 133 Seybold Arcade, has been moved 
to 1389 in the same arcade. The Shoe 
Box, owned by Mr. Palmer and located 
in the same building but opening on 
First Street, has been connected to the 
Arcade Bootery, thereby bringing to- 
gether the two stores and making one 
of the largest shoe shops in the city. 
Increasing business made it advisable 
to unite the two lines. 


Schiff in New Offices 


CoLuMBuUSs, OH10—The Schiff Co., op- 
erating 180 retail shoe stores through- 
out the United States, is now fully ar- 
ranged in the new office and warehouse 
on North Third Street. The new offices 


bn _________t 


ATTACHMENTS MAKE 
ATHLETIC SHOES 
TAXABLE 


Chicago.—A definte ruling on the excise 
tax on athletic footwear was received by 
Rube Metz, Chicago, from Gregory T. Van 
Meter, collector of internal revenue, Chi- 
cago. Mr. Van Meter gave Mr. Metz a 
personal interview. The ruling follows: 

“Shoes that have attachments, such 
as spikes, cleats, or calks, are taxable. 

“Ordinary rubber sole shoes, and 
bowling shoes which have leather soles 
and leather soles with rubber heels, are 
not taxable. 

“Bowling shoes with one rubber and 

one leather sole, or one sole with a 

rubber inlay and one sole plain, are 

taxable. 
“Boxing shoes have plain leather 
soles and are not taxable.” 





EVERY WEEK 
CY 


give almost double the space of ‘the for- 
mer offices and are more efficiently ar- 
ranged and equipped. The warehouse is 
also larger, enabling a better handling 
of stock. 


Fall Outlook Brighter 


St. Louis—M. Muskin, salesman for 
Tober-Saifer Shoe Co., covering Okla- 
homa and Texas, reports that the out- 
look for Fall is brighter in that terri- 
tory. He left with his new line on 
July 25. 


——————————— eee 
» TRADE DOINGS 4 


Forbush to Liquidate 


NORTH GRAFTON—The Forbush Shoe 
Company of North Grafton, Mass., 
makers of high grade men’s shoes for 
over eighty years, have decided to 
liquidate. This long established firm 
has enjoyed a fine reputation as orig- 
inators of distinctive styles for young 
men. 

It is reported that their plant is be- 
ing offered for sale at a very reason- 
able price, as the owners desire to do 
all possible to keep their local labor 
employed. 





To Open in Baltimore 


BALTIMORE, Mp.—An addition to the 
exclusive retail shoe field of Baltimore 
will be effected some time this month, 
through the opening of the Best Shoe 
Stores, Inc., a Maryland corporation, 
recently organized. The concern will 
occupy the building formerly occupied 
by Kenney’s Bostonian Shoe Store, lo- 
cated at 112 East Baltimore Street. 
Extensive necessary improvements will 
be effected to the building before occu- 
pancy. A hosiery section, designed to 
take care of the hosiery needs of the 
store’s clientele, will be a feature of 
the new shoe shop. 
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FORD’S 


PREREEI 


In Stock 


R201—Black Kid Blucher RGO1—Black Kid St 
Oxford, AROHETYPE “4 shoe of QUALITY, Pump, ARCHETYPE con. 


a 20 VALUE and EASE _ struction. $4.90 
on which to build a 


R301—Companion shoe R701—Companion shoe in 
in Dark Brown Kid. PROFITABLE trade. Dark Brown Kid. 
$4.40 $5.00 


These and 
many ether Send for Stock Prompt Ship- 


New Styles in 


Stock Catalog 


men 
Write—Wire! 


C. P. FORD & CO., INC. 


Rochester, N. Y. 


DETROIT: Hotel Tuller, Mr. Ray Wegman 
CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 


NEW YORK: Marbridge Bldg., 


Mr. Jack Galway 





, | 2 TT 
LAWRENCE LEATHERS 


A C.LAWRENCE LEATHER Co. | 
BOSTON: PEABODY: NEW YORK*CHICAGO<ST LOUIS 
CINCINNATI + PHILADELPHIA+ GLOVERSVILLE 





BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 


BOOT AND SHOE RECORDER 
239 WEST 39th STREET, N. Y. C. 














Attractive 
Price Tickets 


Light blue pen- 
nant on_ white 
background ; 
black figures—72 


denominations. 


1 doz. @ $0.25 
6 doz. @ 0.85 
12 doz. @ = 1.50 
24 doz. @ 2.75 


Check with order, 
please. 


MERCHANTS’ SERVICE DEPT. 
367 W. Adams St. Chicago, I'l. 


—— 
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Window Display 


Contest Winners 


Judges Announce Awards in $10,000 Enna Jettick Competition 
Held to Stimulate Interest in Better Windows 


AUBURN, N. Y.—Dunn & McCarthy, 
Inc., manufacturers of Enna Jettick 
Shoes for women, recently announced 
the distribution of $10,000 in cash as 


prizes to the winners in the Enna Jet- |- 


the Window Display Contest conducted 
during June. 

The awards were made after a meet- 
ing in the company’s factory of the 
three judges: Everit B. Terhune, presi- 
dent of the Boot & Shoe Recorder Pub- | 
lishing Co.; James H. Stone, manager 
of the National Shoe Retailers Associa- 
tion, and Albert T. Stewart, president 
of H. C. Goodwin, Inc., advertising 
agency. 

The first prize, $2,500 in cash, was 
awarded to Bloomingdale’s, Inc., of 
New York City, on the basis of origi- 
nality in conception of design, com- 
bined with novelty and a good selling 
idea. The 34 other prizes were awarded 
as follows: 

$1,500—The Dayton Co., Minneapolis, 
Minn. 

$1,000—Frederick Loeser & Co., Inc., 
Brooklyn, N. Y. 

$1,000—M. Steinberg & Son, 961 Mar- 
ket St., San Francisco, Cal. 

$750—K & M Shoe Store, San An- 
tonio, Tex. 

$500—Broadway Department Store, 
Los Angeles, Cal.; Capwell, Sullivan 
and Furth, Oakland, Cal.; S. N. Wol- 
bach & Son, Grand Island, Neb. 

$250— Bry’s, Memphis, Tenn.; Jo- 
seph Kuhn & Co., Champaign, III.; 
Newman’s, Cedar Rapids, Iowa. 

$100—Albert J. Mansmann Co., East 
Liberty, Pa.; Symons Dry Goods Co., 
Butte, Mont. 

$50—S. Blondheim, Alexandria, Va.; 
Curtis Shoe Co., 31 Winter Street, Bos- 
ton, Mass.; The Dixie Store, Hobart, 
Okla.; Gates Dry Goods Co., Fort 
Dodge, Iowa; Graham’s, Eugene, Ore.; 
Gail C. Grant Co., Painesville, Ohio; J. 
W. Knapp Co., Lansing, Mich.; Mc- 
Ewen Halliburton Co., Oklahoma City, 
Okla.; Model Boot Shop, Spokane, 
Wash.; Patton, Tillman & Bruce, 
Greenville, S. C. 

$25—Brown’s Bootery, Greenville, 
Ohio; The Clothier, Kennewick, Wash.; 
Falk’s La Grande Store, La Grande, 
Ore.; The Famous, Braddock, Pa.; M. 
Gardner, Cuyahoga Falls, Ohio; 
Jahraus-Braun Co., Broadway and Gib- 
son Street, Buffalo, N. Y.; Lide and 
Brother, Camden, Ark.; Livingstone 
Brothers, Clarksburg, W. Va.; Albert 
S. Miller, Red Bank, N. J.; John Mor- 
ganstern, Manchester, N. H.; James J. 
Padden, Vancouver, Wash.; S & L Co., 
Valley City, N. D. 

Checks for $5.00 to defray cost of 
photographing windows were sent to 
all entries who failed to win prizes. 

After examining the many hundreds 
of photographs entered in the contest, 
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the judges were highly enthusiastic as 
to the novelty, beauty and effectiveness 
of the displays, in addition to the work 
and thought’that went into them. 

Commenting on the contest, Buford 
H. Jones, sales manager of Enna Jet- 
tick Shoes, Inc., stated: 

“The expenditure of ten thousand 
dollars for prizes for window displays 
appears on the surface to be rather an 
expensive undertaking, but we feel it 
was justified by the increased quantity 
of Enna Jettick Shoes sold and in prov- 
ing to our dealer organization as a 
whole the sales value of effective win- 
dow displays. The fact that the rules 
of the contest made it obligatory for 
each entrant to allow his window to re- 
main seven consecutive days enabled 
him to derive the greatest sales good 
from it. In fact, many dealers with 
whom I have talked who failed to win 
prizes stated that they felt they had re- 
ceived their cash prizes from the in- 
creased sales of Enna Jettick shoes the 
windows brought.” 


Buffalo Outing Plans 


BuFFALO, N. Y.—The 28rd annual 
joint stag outing and field day of the 
Buffalo Shoe Retailers and Buffalo 
Shoe Travelers will be held Wednes- 
day, Aug. 17, 1932, from 10 a. m. to 12 
p. m., at the Bachelors Club, Genesee 
Street, between railroad bridge and 
Transit Road opposite Air Drome 
Dance Pavilion, five miles from Genesee 
Street city line, on Route 33. Buses 
will leave from the Public Library, 
Broadway side, at 9, 10.15, 1, 2.30, 6 
p. m.; also from Pine Ridge Road and 
Genesee Street every hour from 9.30 
a. m. 

There will be something doing all 
day: Ball game between the shoe 
dealers and the traveling men; quoit 
contest; races of all kinds. Valuable 
prizes will be given. Arrangements 
have been made for a large tent in case 
of rain and the club house will also be 
used. 

H. J. Deters is general chairman. 
The committee includes C. I. Lanich, 
847 Tonawanda Street (tickets); Oli- 
ver Lareau, 65 Grant Street (sports) ; 
Harold Johnston, 67 Barton Street (re- 
freshments). 


Visits Shoe Markets 


MiaMI, Fia.—Henry Bulbin, secre- 
tary-treasurer of Cowen-Nankin Shoe 
Stores, Inc., left last week for New 
York and Boston. Mr. Bulbin will be 
in the markets for the next few weeks. 

Mr. Nankin has not been connected 
with the firm for some time. He is 
operating the Lauderdale Shoe Store in 
Ft. Lauderdale, Fla., which he received 
as his equity the first of the year. 
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The shoe 


you need 





FOR NUDSES 
lama 


STYLISH 











Reg. U. S. Pat. Off. 


You can develop a steady and profit- 
able repeat business on this shoe with 
a small investment. It is built over a 
famous last, one that fits any normal 
foot and one that prevents foot 
fatigue. Made from fine quality ma- 
terials, it is an unusual value at the 
price. 
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DIFFERENT 
SIZES 
AAA—D 


IN STOCKW— Always 


Style 400—White Elk, White Nap 
Duflex sole, 9144/8 white heel, Nap 
top-lift. 


Style 403—Black Kid (Ruby Kid), 
black Nap Duflex sole, 9124/8 black 
heel, Nap top-lift. Sizes 5 to 9, 
AAA-AA; 4% to 9, A-B; 3% to 9, 


The only exclusive Goodyear Welt organi- 
zation in the St. Louis district 


"THE JUVENILE SHOE CORPORATION 


OF AMERICA. 
AURORA MISSOURI 
ST. LOUIS SALES OFFICE: JEFFERSON HOTEL 








Shoe Forms 











|Z ee 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIRYLITE 
Shoe Form Co. Inc., Auburn,N.Y. 








i i eed 


WHERE TO BUY 
Men’s Shoes 















WHERE TO BUY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 
Brockton, Mass. 













































east EST GRAD MASS. U.S.A. 
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Bet 
eo SHOE 
Men’s Fine Shoes 
OLD COLONY SHOE CO 
Brockton, 













g BOSTON 
Aceaioes MASS. 10 HIGH ‘ST. 
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Shs an 
(P) a rrrczitnce nam (P) 


“Tlettfeton 


and MILLER COOK SHOES 



























































JOINS PATTERN FIRM 








PAUL HURD 


Mr. Hurd, who is a well known shoe 

stylist, has announced his exclusive as- 

sociation with Conaway-Winter Co., 

with offices in the Marbridge Building, 
New York. 








ssieietninnes —— 


Occupy Lawrence Plant 


BostoNn—Shoe Lace Company, Ltd., 
formerly of Providence, R. I., one of 
the largest and oldest manufacturers 
of shoe and corset lacings, have recently 
purchased the six-story mill property 
in Lawrence formerly owned by the 
U. S. Worsted Company. They have 
moved their entire machinery and 
equipment from Providence, R. I., and 
are now operating in Lawrence under 
the name of Shoe Lace Company. 

This move has accomplished many 
operating economies and everything 
possible has been done in the way of 
physical improvements to equip them 
to be of greater service to their trade. 
This new plant comprises over 266,000 
square feet of floor space and will en- 
able them to give all their customers 
the benefit of prompt shipments and 
improvement in the quality of their 
products wherever such improvement 
is possible. It indicates a definite con- 
fidence in the future of their business 
and is a very progressive step, proving 
the stability of the company. 

The original company was the Joslin 
Mfg. Company, founded by Robert Jos- 
lin in 1837. He was succeeded by 
William E. Joslin and then later by 
W. H. Joslin, a son of W. E., and the 
business was operated under the name 
of the Joslin Mfg. Company until 1925, 
when it was purchased by Shoe Lace 
Company, Ltd. Robert Joslin was one 
of the earliest manufacturers of shoe 
laces, if not the earliest, in the coun- 
try. Their trade-marks and ‘brands 
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have been known to the trade through- 

out the United States for many years. 
The new location and address is 2 

South Broadway, Lawrence, Mass. 





Interlock Slippers 


NEw YORK—The Tupper Slipper Co. 
of Brooklyn, New York, are now manu- 
facturing the Interlock Slipper. The 
Interlock is a patented process of slip- 
per manufacture which is said to make 
the lining of the slipper remain firmly 
in the upper regardless of how roughly 
the slipper is treated. 

Manufactured by a complicated and 
expensive process, practically two full 
uppers have to be made and one in- 
serted in the other to complete this 
shoe. It is featured only by retail 
merchants who serve a high grade cli- 
entele. 





San Francisco Changes 


San FRANcisco—Fashion Bootery, 
San Francisco is scheduled to reopen 
the first of August. The three San 
Francisco stores of Feltman & Curme 
are concluding their closing out sale. 
Cantilever Shoe Store, 1755 Broadway, 
Oakland, is closing. Likewise the So- 
noma Valley Shoe Store, Sonoma, Cal., 
operated by Charles La Torres. 





Picnic for Salesmen 


ALAMEDA, CaL.—The Retail Clerks’ 
Picnic for the shoemen of the entire 
San Francisco Bay area is scheluded 
for Neptune Park, Alameda, on Aug. 
7, the net proceeds to go into the benefit 
fund for the sick members of the asso- 
ciation. 


Free Parking 


AKRON, OHI0O—The Shumaker Shoe 
Co., in business in South Howard Street 
for more than 40 years, has inaugu- 
rated a free parking policy for its cus- 
tomers. Green-coated attendants take 
the car to a nearby garage where two- 
hour parking is gratis. 





Canning Closing 


INDIANAPOLIS, IND.—The Vince V. 
Canning boot shop, 28 Monument Cir- 
cle, is selling out, preparatory to clos- 
ing the store. Mr. Canning is inter- 
ested in the Peacock Shoe Shop, 4 East 
Washington Street, and will devote his 
time to the latter establishment. 


Snow with Old Colony 

BROCKTON, Mass.—Edwin H. Snow, 
who for the past 25 years has been 
representing the Forbush Shoe Co. of 
North Grafton, Mass., in the territory 
from Detroit, Mich., to the Pacific 
Coast, north and south, is to represent 
the Old Colony Shoe Co. of Brockton 
in the same territory. 

Mr. Snow is now on his territory, 
having left the factory during the past 
week, and will visit his old friends and 
trade to show and sell them the Fall 
and early Spring lines. 






























HELPFUL INFLUENCES 
ARE ACCUMULATING 


$21 FFRD—_—_—_19 


No one can ring a gong when the bottom is 
reached, as the bottom for all things is not 
reached at the same time. However, the re- 
cent improvement in commodity prices is 
leading to the hope that the turn has come 
in some directions. 


5 


In the West, the rise in hog and cattle prices 
is fostering increased confidence, and holds 
promise of renewed purchasing power among 
the farmers this Fall. 


& 


With the Home Loan Banks will come a 
measure of relief for many home owners, 
while the wider use of the trade acceptance 
is aimed at the stimulation of credit, and 
benefiting the individual merchant and busi- 
ness man. 


od 


Adjournment of Congress relieves business 
from further tax increases and agitation for 
the balance of the year, but leaves us with 
adequate relief measures for the coming Fall 
and Winter. 


od 


The strengthening of bond prices has added 
hundreds of millions of dollars to the re- 
serves of financial institutions, and bank and 
business failures are reported sharply re- 
duced from recent levels. This, and other 
favorable factors, are tending to bring new 
issues of securities into the market. 


Through the Glass-Steagall Bill the powers 
of the Federal Reserve Board have been 
broadened, and the committees of bankers 
and industrialists in the several Reserve dis- 
tricts are at work bringing together worthy 
projects and dependable financing. 


Sd 


The capital of the Reconstruction Finance 
Corporation has been raised to four billion 
dollars—the largest sum ever entrusted to a 
single government agency for peacetime allo- 
cation—and is a strong influence for financial 
stability. 


Sd 


At Lausanne, the leading European nations 
have found a larger common footing than at 
any time since the War. In Ottawa, the 
family of British Commonwealths is meeting 
to consider its mutual problems in relation 
to World affairs. These deliberations may 
pave the way for a further and more effective 
meeting of the conference on reduced arma- 
ments. 


Sd 


Definite action on the St. Lawrence-Seaway 
project has added confidence to other hope- 
ful conditions in the mid-west, while through- 
out the country there is a growing conviction 
that it is about time to make needed replace- 
ments, and to buy or build what may be 
needed or wanted in the next few months. 


The accumulation of these, and other helpful influences 
should result in an increased confidence. 


The National Publishers’ Association 


“As the most nearly self-contained nation, we have within 
our own boundaries the elemental factors for recovery.” 


Published in the interests of a better understanding of the fundamental influences at work for national betterment. 
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WHERE TO BUY 


Shoe Accessories 


TO 





uy at 
Manufacturers’ Prices 
Specialty and Corrective 
Findings 
Felt or rubber Metatarsal oe 


ings, cl Hiropodist felts, ete. 


CARLTON SHOE FINDINGS MFG. CO. 
321 West Monroe Street Chicago, Il. 











WHERE TO BUY 
Ballet Slippers 


il ili eatin 





In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pais 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CoO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 


W omen’s Shoes 





CUSHTON SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 


Inc. 











O° KUSH-IN-EZE” © 
REGISTERED 


Hand-turned house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 


widths in 











AKEFIELD, MASS. 
© (DIVISION OF L. B. EVANS’ SON CO.) +) 





NOVEL DISPLAY 


An unusual window display treatment 
featuring sandals and used by R 
Fyfe & Co. of Detroit. 





Increases Sales Staff 


BALTIMORE, Mp.—D. Myers & Sons 
have just added to their sales force two 
well known shoe men. 

Sam B. Herzfeld, formerly associated 
with the Muskin Shoe Co., will cover 
the States of Tennessee, Mississippi, 
Louisana Arkansas and Texas. Mr. 
Herzfeld is well known throughout the 
entire South and Southwest, having 
successfully worked this territory for 
the past twenty-five years. 

R. S. Griggs, president of the Griggs- 
Paxton Shoe Co., Roanoke, Va., which 
business has been recently liquidated, 
has become associated with D. Myers & 
Sons and will represent this firm in 
Kentucky, Tennessee and parts of Vir- 
ginia, West Virginia and Ohio. Mr. 
Griggs is very well known in that sec- 
tion, where he has been actively | en- 
gaged in the shoe industry for some 
time. 

Both of these men, as well as the 
other Myers salesmen, left for their 
territories last week with the new and 
complete line of women’s novelty foot- 
wear. They will show a line of shoes 
of improved quality that represents a 
new standard of value. The line this 
season will consist of $2, $3 and $4 re- 
tailers, carried in stock in widths from 
AAA to C. 

Henry F.’ Kern, who covered the city 
of Memphis for Myers for the past four 
years, passed away suddenly July 16. 
He was an old shoe man with a wide ac- 
quaintance in the South. 


Open Asbury Park Branch 


MIAMI BEAcH, FLA.—The Harbor of 
Lost Soles, shoe rebuilders, with head- 
quarters at 710 Collins Avenue here, 
has opened a branch at 606 Barge Ave- 
nue, Asbury Park, N. J. John H. 


Stark is proprietor of the business. 
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Improved Shank Developed 


An important detail of shoemaking 
which has failed in many cases to have 
the attention it deserves is the proper 
placing of a steel shank of correct bend 
in the shoe. 

In designing the last, great care is 
given to general appearance and par- 
ticularly to the contour of the bottom 
and its relation in the arch to the heel. 
Too often a shank of improper bend or 
length is used and the point to which 
the front end should go for proper 
support is lost sight of, as, too, the 
distance under the breast of the heel. 
All these errors tend not only to poor 
fitting shoes, but the wear is also af- 
fected. In many shoes the front end 
of the steel is so far forward as to 
wear through the sole, or, if too short, 
the tread is weakened. On wood heel 
shoes, unless the back end of the stee! 
curves sufficiently under the heel, the 
shoe breaks in front of the heel. 

A new shank has been developed 
which places every steel in its proper 
place, extending from a point half way 
under the heel to just over the break at 
the ball with a flat, curved surface giv- 
ing support at that point. This is ac- 
complished by placing the steel be- 
tween the insole and the fiber rein- 
forcement, and molding the completed 
insole with fiber and steel to the exact 
contour and size of the bottom of the 
last. 

In lasting the shoe the upper is pulled 
over the inner at the shank, which 
touches the last at every point, giving 
the tight shank effect designed, and 
particularly on cement attached shoes 
a much better bond is made, as the 
upper need not be trimmed out to place 
the steel; it is already in and covered. 

In wear tests having one foot made 
with the new shank and the other by 
the old method (and the wearers not 
knowing which was which), in every 
case it was reported that one shoe 
stood up better and rested the foot, 
while the other sagged, and was not 
as comfortable. 


Expand Children’s Department 


New YorkK—B. Altman & Co. will 
inaugurate the early Fall season with 
a special department devoted to Balta 
Propr-Bilt shoes for children. These 
preventive and corrective shoes will be 
featured in various ways. A complete 
sales promotion and advertising cam- 
paign is being formulated. 

Special fitting departments and a 
trained sales staff will be used for these 
special shoes and service at the New 
York, White Plains and ;East Orange 
stores. 

T, F. Callahan of B. Altman & Co. 
is keenly interested in the development 
and progress of this new department, 
and is working out the complete details 
with J. F. Bolen of the O’Donnell Shoe 
Co.’s New York office in the Marbridge 





Building. 
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IN AUGUST— 
WHAT DO 


YOUR CUSTOMERS WANT? 


Winter shoes? Not when the asphalt is sticky in the streets. 
Summer shoes? They’re wearing those that they bought 
in June. 


MIDSEASON SHOES 


are the logical answer. 


These are dark shoes that are soft and cool 
enough to wear when you can see the heat- 
waves rising from the pavement, smart and 
new enough to wear throughout the Fall. 
We recommend: 


a M. 72 


Cis ) ow I 
.)) No. 1312 


Bord eaux Mo, 1445 


~~ 


«ee ©. & 
An dR pone A 
OP, (Vow C..tle es ay brads 0., VIC. 


hacabilen by request to it 1702-100 Gold Sect, New Vouk 
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WHERE TO BUY 


Sport Footwear 





N. Marshfield Av. 
Chicago, Ill. 





WHERE TO BUY 


Men’s and Women’s 
Slippers 





Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $1.85 AND UP 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
50 N. FOURTH STe ei LADELPHIA 











oe 
W. S. CHASE & SONS, INC. 
HAVERHILL, MASS. 

Genuine Handturned 
Leather-lined kid Mule 
Patent-Red - Blue-Tan. 
Price $1.20 
Men's Leather - lined 
on Slippers. Price 











QUALITY TURN 
D’ORSAYS 


All Colors A & © in Steck 
te Retall at $2.00 
Write fer cetelogue 

FREEMAN-THOMPSON 


SHOE 
St. Pool ae, a 








Soft Soles — Hard Soles 
for men, women, children, boys and 
Nice clean merchandise at 
afford you a fair profit. 
Actually SLIPPERS THAT SELL. 
Samples on request. 
VINCENT HORWITZ CO., Inc. 


, 64-76 W. 23rd St. New York City 














Lewis Opens Store 


PORTSMOUTH, OHIO—J. C. Lewis, 
who was formerly manager of the shoe 
department in the Anderson Bros. dry 
goods store, has resigned and will open 
a family shoe store on Chillicothe 
Street near Third Street, under the 
name of the Brown Built Shoe Co. 





PIONEER PASSES 


JOHN H. KINNE 


John H. Kinne Dies 


RocHESTER, N. Y.—John H. Kinne, 
president of C. P. Ford & Co., Inc., 
shoe manufacturers, and long regarded 
as the dean of the Rochester shoe in- 
dustry, died at his home here July 20 
after a lingering illness. He was 81 
years old. 

Until his fatal illness last January, 
Mr. Kinne had been at his desk daily 
as active head of one of the biggest shoe 
factories in Rochester. He had been 
associated with the industry for half a 
century. 

Born in Weedsport, N. Y., Mr. Kinne 
went to Auburn in his early youth, 
where he became associated with Sart- 
well, Hough & Crocker, pioneer cen- 
tral New York shoe manufacturers. 
When Mr. Hough withdrew from the 
firm in 1880 and formed the firm of 
Hough & Ford, with Charles P. Ford 
in Rochester, Mr. Kinne went with 
him. Later Mr. Ford organized the 
firm of C. P. Ford & Co., naming Mr. 
Kinne as secretary, the late Martin 
Hoyt as treasurer and John S. Davies 
as vice-president. 

Mr. Kinne succeeded to the vice- 
presidency upon the death of Mr. Ford 
in 1915 and to the presidency upon the 
death of Mr. Davies in 1929. The 
company is internationally known as 
a manufacturer of quality shoes. 

Mr. Kinne was a member of St. 
Luke’s Episcopal Church, Corinthian 
Temple Lodge of Masons, the Roch- 
ester Chamber of Commerce, Washing- 
ton Club and Brook-Lea Country Club. 
He is survived by his widow, Mrs. Nel- 
lie Allen Kinne; a daughter, Esther L. 
Kinne; two brothers and a sister. 
Funeral services took place at his home 
Saturday afternoon, July 23. 


56 


My Life of Style 
[CONTINUED FROM PAGE 21] 


sombre in comparison with these bright 
shoes. The following Fall we varied 
these with white kid shoes with a ten 
inch waved top and two and a quarter 
inch French heels. 

“That style would be a farce these 
days, but at that time fur coats were 
just beginning to have wider popular- 
ity, and everywhere one went one saw 
the dark fur coats with the contrasting 
white shoes.” 

The subsequent success of these 
shoes as shown by the large sales 
brought about another departure in 
the shoe industry. Up to now,.all la- 
dies’ shoes were made with the Good- 
year welt, or the most expensive hand- 
turned sole. McKay sewed soles were 
used on the cheapest of shoes. The 
economy of its quick production had 
made it an important factor in the 
early development of crude and ser- 
viceable shoes, at the time of and 
shortly after the Civil War. Because 
of this poor appearance, the McKay 
shoes were about to disappear as an im- 
portant factor in shoemaking. 

The advent of the close edge shoe in 
women’s shoes brought about an im- 
provement of the McKay manufactur- 
ing method, which made it possible to 
use this machine to imitate the hand- 
turned shoe, with a quicker rate of pro- 
duction and a much lower cost. 

With leathers booming in price at the 
beginning of the war in Europe, these 
high mousquetaire boots sky-rocketed in 
price. In order to bring them down to 
meet the volume demand for these 
shoes, Mr. Goldberg had them made 
with this improved McKay process. 
Better manufacturers all over the coun- 
try turned to this method for ladies’ 
shoes, and McKay factories sprang up 
within the next few years to a new 
flourishing field in the shoe industry. 


Hand Back-Lasted 


Nunn-Bush wishes to announce that 
the expression “every pair hand- 
lasted” in the double page Nunn-Bush 
ad in the RECORDER on July 16 should 
have read “every pair hand _back- 
lasted.” The back-lasting process is, 
of course, done by hand, but because 
part of the lasting process is done on 
machines, the copy, as it appeared, is 
not entirely correct. In keeping with 
the company policy to be scrupulously 
correct in every advertising statement, 
it is desired that an announcement of 
this error be made. 


Correction 


In the advertisement of The Scholl 
Mfg. Co., Inc., which appeared in the 
July 9 issue of the RECORDER, there 
was a typographical error in the price 
of Dr. Scholl’s Foot Powder and Medi- 
cated Soap. The correct price of these 
items is $2.75 per dozen, wholesale. 
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Coast Shoe Men World's Hosts 


[CONTINUED FROM PAGE 17] 


Hollywood merchants likewise were 
the first to issue a special pre-Olympic 
merchandise publication of local shops, 
shoe dealers included. It reached 60,000 
homes and carried the same message 
that is put forth in all cooperative ad- 
vertisements by the merchants—“trade 
in Hollywood” and see that visitors do 
likewise. Some idea of the type of ad- 
vertising done may be noted from the 
accompanying reproductions. 

A cleverly arranged pre-Olympic pro- 
motion carried out at the B. H. Dyas 
Co. in the sporting goods department, 
with which men’s shoes are allied, was 
an exact replica inside and out of one 
of the furnished cottages built in Olym- 
pic Village for male contenders in the 
sports classic. Each of these bachelor 
cottages, and there are 600 of them, 
consists of two furnished rooms and 
bath, electric lights and running hot 
and cold water. 


What the Merchants Say 


Questioned as to promotions or dis- 
play, the various shoe dealers inter- 
viewed had the following to say: 

Al Gude, of Gude’s: “We will show 
new Fall merchandise in sports effects 
for daytime wear and will advance our 
formal Fall showing to Aug. 1. Nat- 
urally, we will back up the Olympic 
theme in our window backgrounds, 
using the official emblems, plaques of 
javelin and discus throwers, for exam- 
ple, and colorful posters. The forth- 
coming games mean an early exploita- 
tion of new Fall merchandise and per- 
haps a better opportunity than hereto- 
fore to line up style trends and fashion 
acceptances. We will place emphasis on 
sports types, of course, featuring suede 
in black and brown, also suede trimmed 
with genuine reptile, baby crocodile and 
black and brown Calcutta lizard.” 

Frank Bush of Wetherby-Kayser: 
“The Olympic Games theme has been 
carried out this Summer in our Olym- 
pic sandal. We are working on a 
special window background for our 
stores and will of course have the reg- 
ulation display of Olympic posters and 
other related insignia as well as a lib- 
eral grouping of flags, both in win- 
dows and interiors of all our stores 
including San Diego and Phoenix, 
Ariz.” Commenting on the Games, Mr. 
Bush says: “Coming so early in the 
season it is late for Summer showings 
and a little too early for Fall.” The 
store plans, however, to show some 
very early Fall modes in black and 
brown suede and some kid in Oxfords 
and operas. Due to the July clearance 
at the stores of this company there 
have been no pre-Olympic promotions. 
Special backgrounds comprise oblong 
panels for the back of the windows of 
the Broadway and Flower Street stores, 
measuring three by seven feet. Half 
of the design is arranged in three steps 
of red, white and blue satin panelling. 
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The other side of the large panel is 
covered in white duvetyn bound in red, 
white and blue. Posed in front of this 
is a cut-out wooden figure of a discus 
thrower. The window floorings repeat 
the white duvetyn note and again are 
bound in the red, white and blue. The 
interior of the various Wetherby- 
Kayser stores have regulation posters 
and other Olympic effects, with the 
addition of cut-out shields. 


Elaborate Decorations 


Elaborate decorative arrangements 
also have been worked out by the I. 
Miller Co. These consist mainly of 
framed crayon studies by well-known 
local artists, of Olympic heroes and 
feminine athletes, around which pres- 
tige merchandise displays are centered. 
The framed exhibits stand three by 
five feet and are used in windows as 
well as interiors. A replica of the Olym- 
pic shield is being worked into glass 
panels for exterior treatment over the 
Seventh Street entrance. Below this 
from a specially constructed marquee 
floats two large American flags sur- 
rounded by smaller flags of the vari- 
ous competing nations. Swimming and 
diving figures also are incorporated. 

Says C. H. Baker: “We haven't 
planned any specific promotion or deco- 
rative scheme but as the time presents 
itself we will fall in with other mer- 
chants in arranging appropriate dis- 
plays that will of course have an Olym- 
pic background.” A. B. Young is an- 
other veteran Los Angeles shoe dealer 
who expressed himself likewise, feel- 
ing that perhaps women’s footwear 
offers.a better opportunity for Olym- 
pie exploitation than men’s. 


Expect Thousands of Visitors 


Paul Jesberg of Walkover Shoes 
says: “Of course there will be an un- 
dertone of Olympics throughout our 
activities, although it is difficult to de- 
vote one’s entire store to the theme 
during a sale period when price must 
be emphasized.” Olympic panels show- 
ing active sports figures outlined in 
white on a blue ground and alternat- 
ing with style panels have already 
been featured, while the store itself 
carries small pennants and banners 
from its balcony. 

The sentiment on the whole is that 
the influx of thousands of visitors is 
bound to leave its impress on business 
and that as hosts to the world, it is 
up to Los Angeles shoe merchants to 
put their best foot forward, digging 
into the treasury for as adequate dis- 
play as possible. Elaborate arrange- 
ments identified with spectacles in the 
past however, will in this instance give 
way to simpler settings. The event of 
the Games itself is so imposing that it 
more than makes up for whatever lack 
there may be in coordinated display 
and promotion. 


WHERE TO BUY 


Children’s Footwear 





ACROBAT 


SANDALS 


First Choice Everywhere 


SHAFT PIERCE SHOE CO. 


FARIBAULT, MINN. 














SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 


Assures correct ankle posture A 
a new, patented co ct 
proved by exthepedie Spestalioes 
and parents. 

SEND FOR SAMPLES 
IN-STOCK. 
PATENT. . . WHITE 
EY . FFEE 

LIGHT SM 


x. 
2 to 6 $1.35 @ to 8 $1.85 


pei elssaameaeiesimesiamaeniaimemnmaiaiadiaal 
EPHRATA SHOE CO., Inc. 
EPHRATA, PA. 


6 6 6 6 ED 


WHERE TO BUY 


Boot Trees 


Ah 6 6 hh 





Two New Boot Trees 


AT LAST a satisfac- 
tory boot tree at a 
reasonable price. 
“EQUESTRIAN” 
mene — Dene. weight 
buffed duralumin — 
beautifully finished— 
retails 12.50. 
“SERVICE” model— 
white nickeled steel 
—sturdy construction 
—retails 6.50. Write 
for descriptive fold- 
ers and attractive 


PEALVESFRIAN] discount. 


Sideline salesmen wanted. 


EQUITATION SPECIALTY CO. 
San Diego, Calif. Box 176, Station A 





























Do You Ever Wonder What Your 
Window-Shopper Is Thinking? 


You can double the pulling value of your windows with Recorder 
Display Cards and Price Tickets, because they guide the think- 


ing of your window-shopper. 


People don’t buy until they want or need your merchandise. 
Appeal to that want on a basis of service, quality, personal satis- 
faction with the purchase. So-called cut prices, bargain prices, 
sales prices (except for broken sizes) have the effect of creating 
doubt as to the value offered in your window-shoppers’ minds. 


“cheapest” doesn’t get more than a 50-50 break. An even bet 


Make your merchandise attractive in display—use Recorder 
cards for color and to talk your store service—and your business 





Each month’s set of cards is colorful, artistic, with die-cut top, 
with hand-lettered selling messages, making it comparatively a 


Q-=—N 








Pep Up Your Fall Business With 





Women do compare values, usually in three stores—and the HEN ot 


. Green board; design in blue, 
is no bet. = and orange; text in 
ue. 


AUGUST CARDS 


ill j Complete Texts 
wil smprove. sent on request: 
cards—Women’s Shoes 
cards—Men’s Shoes 
card—Children’s Shoes 
card—Hosiery 
cards—On Store Service, 
Fitting, Quality, etc. 


simple matter to make the window trim fairly alive with your Single cards—S0c. each 
hearty invitation to come inside. Secciel Tateedneny Brevice 
Recorder Show Cards double the value of your window dis- —-< —— = 
plays! per month 
Complete Service Sent on Request for Inspection and Trial ” » “a” 


AUGUST 
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A\ttractive, 
Colorful 
Hand-Lettered 
Price Tickets 


Im all denominations 
and blanks 
D—Modernistic 3-Way, twe 
tone, Purple with golé 
edge or red with bleed 
edge, on while. 
6 dozen, $1.25 

fl 12 dozen, $2.00 


All other price tickets flee 
trated are in two or more 
colors, except ‘‘Il,’ whied 
is plain buff. 


6 dozen, $0.85 

12 dozen, $1.50 
J—Adjustable clips for priee 
; tickets page 
5 % gross, > 

1 gross, $4.00 
K—Shoe Carton ‘Tiekets 

$1.25 per 500 

$2.25 per 1000 


MANY OTHER 
ree dea. ae 's 



























ALSO: Profit Charts Dail 
Stock Record, and Finnnelal 
Record Systems. Awk fer 
Samples. 


Check with Order— 
Please 


For odd price p oage o—. 
inations not in stove 
4 lettered, 15¢ per dosea 


























FREE—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 


additiona: 
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UP-TO-DATE ROOMS at DOWN-TO-DATE RATES 


SPECIAL WEEKLY RATES 
One block from Pennsylvania Station 


te $7.00 
Direction American Hotels Corporation 

J. LESLIE KINCAID, President 

GEORGE WARTMAN, Manager 


BROADWAY AT 32np ST. 








FOR RENT 


FOR RENT 








offices. Rent Reasonable. 





Choice Selling Space in Chicago 


Two large desirable light rooms, 2736 square feet, located on sixth 
floor directly across from Carson Pirie Scott & Co. Wholesale. 
Center of Chicago downtown market, 14 block from Union Station, 
2 blocks from Northwestern Station, 2 blocks from Elevated Trains, 
River Taxi service to all north side points at door, also near bus 
lines. High ceiling, large windows, and light on two sides. Very 
fine location for sales room, small jobbing business, or general 


THE HART MAGAZINE GROUP, 367 West Adams St., Chicago 





HOTELS OF DISTINCTION 
: IN ST. LOUIS 


$300 
$450 


Tuband 
Shower 





btels 


MAYFAIR 


EIGHTH and SAINT CHARLES 


NINTH and WASHINGTON 


im §$T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 


Garage Service 


Ice-Cooled Air 


in Dining Rooms 


Club Meals 


OPERATED BY HEISS HOTEL SYSTEM 








What Happens When Feet Experience 
Radical Changes? 


[CONTINUED FROM PAGE 24] 


of some experiments carried out re- 
cently by the dean of one of our West- 
ern medical colleges. 

This experimenter put a black shoe 
on one foot and a white shoe on the 
other, pushed a thermometer into the 
front of each shoe, then exposed his feet 
to the sun for ten minutes. The black 
shoe internal temperature recorded 96.4 
degrees, the white, 90.5 degrees—a dif- 
ference of 6 degrees, averaging a num- 
ber of tests. You know what every 
degree above 90 means in Summer. 
The dean said the black shoe felt like 
an oven, compared with the white one. 

This, then, indicates something the 
change going on much of the time in 
this animated elastic body, our feet, in 
their relation to shoes during the warm 
weather. It is important to recall that 
elastic bodies distort in proportion to 
the amount of pressure applied. So it 
is with our feet. When pressure on any 
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elastic body is released there is expan- 
sion; when pressure is applied there 
is contraction. Temperature, activity, 
physical states of the body—these all 
affect to an extent the change con- 
stantly taking place in the relation of 
the foot to footwear. 

In this connection, a well-known Chi- 
cago shoe merchant asked in THE Boor 
AND SHOE RECORDER more than ten 
years ago: “What does your foot do 
when you walk barefooted? How do 
the different parts of the foot function 
when you walk, run or dance in your 
bare feet?” His questions were un- 
answered then, though he concluded 
with an opinion that seems significant 
at the present time. “It is entirely 
possible,” he stated, “to make shoes that 
are good looking and at the same time 
will allow the feet to function prop- 
erly.” 

A response to this latter opinion ap- 
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peared in the RECORDER recently. The 
writer not only agreed, but stated fur- 
ther that in his opinion there was a 
remarkable opportunity for increased 
volume of sales and substantial profits, 
from the creation of a shoe that com- 
bined style without sacrificing foot 
health. Such a shoe (if indeed it has 
not already been created) would be par- 
ticularly well adapted to the needs of 
the majority of women in the trans- 
ition from skeleton to closed patterns 
this Fall. 

This Summer has seen probably the 
closest approach to barefoot that shoes 
can ever come. Fitting, never an easy 
problem, has become a complex one as 
to feet with the seasonal changes 
wrought by sandals. Indeed, wider 
shoes seem inevitable these coming 
months, to allow for the spreading in- 
duced by the open types of shoes worn 
during the present out-of-doors season. 

It is a long time since the raising of 
Caligula’s Barge disclosed some san- 
dals, exquisite in design, well adapted 
to the foot needs of a forgotten day. 
Perhaps the art of ancient Greece may 
be revived in certain types of modern 
shoes, forerunners of a new freedom 
of expression in foot clothing. Who 
knows? 
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Stormy Weather Ahead 
[CONTINUED FROM PAGE 15] 


is not only an economy but a necessity, 
while failure to provide it is not only 
extravagance but sheer folly. 

The important connection between 
good serviceable shoes and the preser- 
vation of health and working eff- 
ciency constitutes a selling argument 
that has been largely overlooked by the 
shoe industry. By this we do not mean 
the orthopedic appeal, but the simple 
fact that serviceable shoes, providing 
protection from cold, wet weather and 
dampness are an important element in 
guarding health during Fall and Win- 
ter. Does this mean that the shoe trade 
should resort to the type of advertising 
appeal based on the fear instinct? Not 
necessarily, although to the extent that 
the facts justify the argument there is 
nothing improper or unethical in that 
sort of an appeal. Certainly it is more 
logical, truthful and justifiable in the 
case of shoes than in the case of many 
other kinds of merchandise, where it 
has been used persistently and success- 
fully. 

What kind of shoes are demanded for 
healthful living in Fall and Winter? 
The answer to that question depends on 
the individual and his or her mode of 
life. A good shoe that will afford 
proper foot protection under the con- 
ditions in which the individual lives 
and works is the proper shoe. And so 
the opportunity is open for merchants 
to develop extra sales on a wide vari- 
ety of styles and types of Fall footwear 
suited to varying needs, provided he 
plans and maps out a proper program 
of publicity and promotion that will 
carry to consumers the conviction that 
it’s poor economy and poor judgment 
to fail to provide themselves with the 
sort of shoes which the season de- 
mands. 


Walk-Over Leases Store 


BurFaLo, N. ¥.—The 4-story build- 
ing at 504-506 Main Street, the street 
floor of which has been occupied for 
many years by the Walk-Over Shoe 
Co., has been leased for a term of 10 
years to the Walk-Over Shoe Stores 
and the Red Robin Hosiery Shops, Inc., 
of New York. The store with a 31- 
foot frontage will be divided and 4 
new display frontage will be installed 
for the two companies. This will be 
the 41st unit of the hosiery chain. 
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Photograph shows the attractively arranged and interesting exhibit of the United Shoe Machinery Corporation at the recent Boston 


Shoe and Leather Fair, which included finished shoes showing twelve bottoming methods. 





(See item below). 











Twelve Bottoming Methods 
Shown in Exhibit 


BosToN—The display on the seventh 
floor at the Statler Hotel of the bot- 
toming processes of modern shoemak- 
ing, by the United Shoe Machinery 
Corporation was a revelation to the 
visitors who thronged the rooms dur- 
ing the Boston show, and the most 
favorable comments were heard on its 
unusual character. 

The exhibits were finished shoes of 
twelve different methods of bottoming, 
from that of the daintiest of footwear 
to lumbermen’s boots and moccasins. 
These’ were shown on velvet covered 
tables in tiers, with an outstanding 
type resting on the top of a silvered 
stand. Beginning at the entrance with 
the well known McKay ranged the 
Colton Process, Littleway Lockstitch, 
Littleway Cem2nt, UCO, Silhouwelt, 
Goodyear Welt, Goodyear Turn, men’s 
dress shoes, men’s work shoes, moc- 
casins, pre-welts and stitchdowns. 

While each method was given care- 
ful attention because of the beauty of 
the designs, the interest was centered 
on the company’s newest types, the 
UCO and the Silhouwelt. The UCO 
is of light flexible construction, having 
no metal other than the usual heel seat 
lasting tacks and heel nails with no 
tack holes in the insole, being per- 





fectly smooth inside, adapting it to the 
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finest types of women’s shoes. 

The Silhouwelt was the marvel of 
the show, for here was a shoe with the 
construction of the Goodyear Welt, but 
with a lightness, flexibility and dressy 
finish of the Turn, with the sole at- 
tached to the welt with cement and 
carrying a light feather edge. 

The arrangement of the tables with 
the combination of stands with flowers 
and potted plants and the background 
of soft gray velvet around the entire 
room was very effective and completed 
the artistic effect of the entire exhibit. 


Whittemore with Peck 


Boston—John S. Whittemore for 
many years with the Forbush Shoe 
Company, North Grafton, Mass., has 
associated himself with the Peck Shoe 
Company, Worcester, Mass., makers of 
men’s shoes. John has been selling 
men’s shoes practically all of his selling 
career, and this connection seems to 
be very fortunate, particularly so as he 
is to cover his old territory and call 
upon his regular trade. He is now on 
the territory and is showing his Fall 
line of shces. 

Mr. Whittemore, being president of 
the National Shoe Travelers’ Associa- 
tion, has the best wishes, not only of 
his trade but of the boys on the road. 
He is considered a high-grade salesman 
and esteemed by all with whom he has 
any business dealings. 
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Chicago Merchants in 
Quality Campaign 
[CONTINUED FROM PAGE 38] 


create satisfaction in her mind when 
she can afford only one pair. How to 
size up the woman who “can’t buy 
many shoes but who wants the best.” 
Quality retailers are taking as much 
pride today in this type of customer as 
in their quantity buyers. 

“We want our ads to reach the wo- 
man who, perhaps, may not think she 
can afford our shoes right now, and to 
create in her the desire to wear them. 
If she really wants to, some day she 
will.” Thus one shoe man put it. 


Fashion Headlines 
[CONTINUED FROM PAGE 28] 


44@WAGGER” is a word that works 
overtime in the coat and suit busi- 
ness. Of course we’ve used the word 
to identify a sports shoe brown for 
many years in the shoe business. But 
now that swagger fashions in clothes 
are so on the up and up, swagger is a 
good term to describe the whole sports 
character of a tailored shoe. It means 
more than a color this year... it 
means a whole new fashion feeling. 
Coats that swing from the shoulders 
. and shoes that swing along with 
the same easy stride. 
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TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

All manufacturers, wholesalers and others, 
having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 239 West 39th St., 
New York, N. Y. 

The RECORDER will then promptly for- 
ward such catalogs or letters directly to the 
inquirers. Please refer to code identifying 
number, so that we may immediately for- 
ward the information with the least possible 
delay. 

1147. Wooden bottom clog dancing 
slippers for women. 

1148. Children’s shoes of medium grade. 

1149. Infants’ soft soles of medium 
grade. 

1150. Handbags to match footwear. 

1151. Wood soled shoes for use in dye 
and bleach factories. 

1152. Shoe conforming machine. 

1153. Woven or printed silk labels. 

1154. Stamping Device for use on car- 
ton labels. 

1155. X-Ray machines. 

1156. Women’s low priced hosiery. 

1157. Men’s woven sandals. 

1158. Plans for store interior layout. 

1159. Women’s popular priced novelty 
mules. 

1160. Bowling shoes. 

1161. Riding and field boots to retail 
about $10. 

1162. Good line of children’s shoes at 
medium prices. 
Advertised lines of men’s shoes 
to retail at $5.00. 
Women’s hi-styled novelty shoes 
to retail at $3.95. 
Corrugated decorative paper. 
Women’s stock shoes to retail 
from $3.00 to $5.00 
General souvenirs and souvenirs 
for children. 
Women’s novelties to retail at 
$3.00 and $4.00. 
Price tickets with store name 
printed on them. 
Metal display fixtures. 
Women’s spiked es i to re- 
tail at $5.00 and $6.00. 
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For Your Convenience We List the 
Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 

Beach Sandals 

Boys’ Division, State Grade: 


Dancing shoes 
Skating shoes 


Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 


Soft soles 
Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery: State Grade 


Lighting: 


Interior 
Windows 


List of Union Stamp Factories 


Men’s Division, State Grade: 
Army shoes 

Cowbo — 

Field 

High cut — 

Moccasins 

Safety shoes 


White canvas shoes 
Work shoes 








1172. Foot stools of latest type. 

1173. Medium priced walking boots for 
growing girls. 

1174. Price ticket stamping device. 

1175. Novelty seats for children’s de- 
partment such as_ merry-go- 
rounds, etc. 

1176. Women’s felt slippers. 

1177. Popular priced line of men’s work 
shoes. 

1178. Women’s high cut camp shoes. 

1179. Stock cartons. 

1180. Display fixtures for hosiery. 
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Slippers: 





Tap dancing 
Wool 


Active Sports Shoes: 
Aviation 
pnenet ball 
seball 
Bowling 


comple 
raie 
Golf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 





Rubber Goods 
Resident Buyers 
Riding Boot Accessories 
Store Fronts 
Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 


Mirrors 
Stock Cartons 
Shoe Laces 
Signs, Electric 
Stock Keeping Systems 
Souvenirs: 


Books 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Findings 
Shoe Heels 
Shoe Ornaments 
Shoe Trees 
Spats 
Trade Mark Directory of Shoes, etc. 
($1.00) 


Vamp Rollers and Stretchers 


Women’s Division: 
Hallet 


a boots 
Dancing sandals 
Camping boots 
Orthopedic shoes 
Riding boots 
Sport moccasins 
Sport shoes 
Party Slippers 
House Slippers 
Windows: 
Corrugated decorative paper 
Clips for price tickets 
Backgrounds 
Display art panels 
Floral decorations 


Dancing— 


shoes 
hosiery 


Show card service 
Arch Support Shoe Stands 
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